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Computer Mediated Communication (CMC) systems have been widely accepted in 
modern organizations. With the pervasiveness of CMC technologies, the dominance of 
traditional face-to-face communication is diminishing. Several problems have been 
reported for this emerging trend, including the decrease of total communication and some 
degree of CMC systems failure. To understand how organizations can ensure appropriate 
selection and use of communication media, one of the most fundamental problems is that 
what factors cause individuals’ different media choice behavior. The objective of this 
study is to provide a new perspective to explain media choice, focusing on how relational 
communication affects media choice. We aim to investigate individual’s media choice 
decision making process and identify the major factors affecting this process. By 
integrating resource theory and social exchange theory, we recognize the exchange of 
status and love resources have an effect on individual’s media choice behavior. We posit 
that the perceived message social valence leads to the communicator’s choice of 
nonverbal cue rich or lean media. This effect is stronger when the communication 
initiator is in deficit of resource storage balance and the effect is weaker when the 
communication initiator is in surplus of balance. The research findings support our 





Communication is always an important part of a manager’s daily schedule (Dennis et al. 
1998; Mintzberg 1973; Trevino et al. 2000). The traditional dominating medium is face-
to-face communication, which makes up more than half of a manager’s day (Dennis et al. 
1998; Panko et al. 1995). However, the dominance of face-to-face communication is 
eroded by the emergence and pervasiveness of the network technology and computer-
mediated communication (CMC) systems. Advances in network technology and 
computer-mediated communication systems can meet some organization goals, such as 
cutting cost and improving efficiency, in order to win the battle under severe competitive 
and economic pressure (Kraut et al. 1998; Markus 1994). Organizations spend 
considerable effort, time and money on introducing and utilizing the so-called “new 
media”, for example electronic mail, video conference, instant messaging, to substitute 
traditional channels of communication (Rice et al. 1984a). It expands the range of media 
choice channels, releases organizations from the bounds of time and location given by 
face-to-face communication, and creates the concept what Sproull and Kiesler (1991) 
called a “networked organization” in which people can communicate even when they are 
physically absent (Sarbaugh-Thompson et al. 1998). The use of these new 
communication media is believed to have increased organization productivity and saved 
cost on oversea traveling (Markus 1994; Rice et al. 1984b). 
 
However, a few issues have been reported with the increasing use of computer-mediated 
communication systems. Straub and Karahanna (1998) emphasized CMC’s capability to 
change organizational form. The emergence of empowerment, telework, and ad hoc work 
teams increases the need for exchange of information in a much faster manner that is 
hardly supported by traditional meetings and phones (Korzeniowski 1995). Kraut et al. 
(1998) used the visual telephone to evident many CMC systems’ failure. In the review by 
Noll (1992) and Kraut and Fish (1995), commercial video telephony systems have 
generally failed. In the study of Sarbaugh-Thompson and Feldman (1998), they found the 
increase in electronic mail communication did not offset the decrease in other forms of 
communication (face-to-face and telephone), leading to a net decrease in overall amount 
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of communication. They also posited that the removal of co-presence requirement offered 
by email had reduced the total number of communication. The missing communications 
were also found to be mostly greeting in casual conversation. Based on Handy’s (1995) 
analysis of trust in virtual organizations,  the authors further pointed out that the 
reduction of casual greetings lead to fewer opportunities to signal trust. Thus, appropriate 
use of computer-mediated communication media and individuals’ decision on what 
media to choose play an important role in contemporary organizations (Straub et al. 
1998). To understand how organizations can ensure appropriate selection and use of 
communication media, one of the most fundamental questions is that what factors cause 
individuals to choose different media. 
 
Most previous studies investigating media choice in computer-mediated communication 
context could be divided into two major streams. The first stream is based on social 
presence theory and media richness theory. However, these two foundational theories 
have been traditionally criticized as not considering situational factors (Markus 1987). 
The other stream of theories comprises social influence model (Fulk et al. 1990), media 
symbolism (Trevino et al. 1990b; Trevino et al. 1987), critical mass theory (Markus 
1987), and channel expansion theory (Carlson et al. 1994; Carlson et al. 1999). 
Nevertheless, this stream of theories has been criticized as flooding the factors influence 
media selection without a proper hierarchical order among the factors (Carlson et al. 
1998). Thus, the need for new theoretical alternatives to explain individuals’ media 
selection behavior is recognized (Kock 2004; Kock 2005). 
 
Human communication is presumably purposeful or goal-oriented (Berger 2002; Canary 
et al. 1993). People communicate to achieve interpersonal goals (Westmyer et al. 1998). 
Interpersonal communicative goals have been classified from different perspectives as 
informational/relational (Trenholm et al. 2004), cognitive/affective (Te'eni 2001), 
instrumental/relational/self-presentational (Canary et al. 1993; Clark et al. 1979b). 
Considerable previous literature has been focusing on how informational communication 
affects media choice, but how relational communication affects media choice are 
relatively less mentioned. 
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Human beings live in a social world. Behaviors follow social exchange. Media choice is a 
kind of personal behaviors. People made decision by calculating cost and benefit. Media 
choice is a decision making process based on the person’s judgment in a social setting 
(Blau 1964). However, to the best of our knowledge, none of the previous literature has 
applied social exchange theory into media choice. 
 
Therefore, in viewing this knowledge gap, the objective of this study is to provide a new 
perspective to explain media choice, focusing on how relational communication affects 
media choice. We aim to investigate individual’s media choice decision making process 
and identify the major factors affecting this process. By integrating resource theory and 
social exchange theory, we recognize the exchange of status and love resources have an 
effect on individual’s media choice behavior. We posit that the perceived message social 
valence leads to the communicator’s choice of nonverbal cue rich or lean media. This 
effect is stronger when the communication initiator is in deficit of resource storage 
balance and the effect is weaker when the communication initiator is in surplus of 
balance. 
 
The theoretical contribution of this study is to propose a new perspective trying to clarify 
the myth behind how relational communication affects individuals’ media choice 
behavior. Identifying the critical role of the exchange of status and love resources and 
taking into consideration the moderation effect of norm of reciprocity, the adoption of 
resource exchange perspective deepens our understanding on how individuals’ media 
choice decision is made socially and psychologically. The proposed research framework 
offers a grounded and intuitive approach in appreciating the dynamics of interpersonal 
communication media choice behavior. Practical implications for professionals include 
the importance of face-to-face communication under companywide cost-saving strategy 
and we hope our study sheds new light on appropriate uses of organizational computer-
mediated communication systems. 
 
The next section of this research paper defines the key variables used and sets the 
research boundary of this study. Chapter 3 reviews extant literature on media selection, 
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relational communication and nonverbal cues, and social exchange and resource theory. 
Chapter 4 presents and elaborates the research model of this study. Chapter 5 introduces 
the research methodology including instrumentation and data collection. Chapter 6 
presents the result of data analysis. Chapter 7 discusses on the result. Chapter 8 concludes 
with theoretical and practical implications along with the limitations of the study, and the 
suggestions for future research. Appendix includes summary of organizational 
communication theory relevant to CMC, result of loading and cross-loading test, result of 

























2. Key Concepts and Research Boundary 
 
Before we proceed to the details of our research, we need to define the key concepts used 
and set the research boundary of our work as suggested by Webster and Waston (2002).  
 
This research aims to study factors affect individuals’ media choice behavior. Media 
choice here is defined as individuals’ selection of media to facilitate their communication 
with others. This concept is core in our work. Another crucial concept is communication. 
Of the many definitions of communication, we sought one which emphasized on source 
experience. Berelson et al. (1964) defines communication as the transmission of 
information, ideas, emotions, skills, etc., by the use of symbols. It is the act of process of 
transmission that is usually called communication. This definition suits our purpose 
because media choice is the decision of the communication initiator, which involves only 
one-way of the communication. 
 
The scope of our research restricts to interpersonal communication, which is the 
communication happens between dyads (LittleJohn 1999). For the communication media 
involved, we consider not only traditional media, such as face-to-face and phone, but also 
computer mediated communication media, including email and instant messaging. 
 
Many types of organizational communication exist, including dyadic/interpersonal 
communication, small group communication, public communication and mass 
communication (Trenholm et al. 2004). We are particularly interested in dyadic 
communication, which is defined as any communication happens within two people 
(Trenholm et al. 2004). 
 
As our interest of study is relational communication, we want to minimize informational 
communication’s effect on media choice. Therefore, in our study, we design the 




3. Literature Review 
 
This chapter reviews a selection of literature relevant to our study. The literature review 
has three main objectives: (1) to introduce theory which could help to explain media 
choice behavior; (2) based on theory and prior research, to identify variables which are 
keys to a better understanding of media choice; (3) to help position the current study with 
respect to prior and ongoing research in related fields. 
 
This chapter provides a review of theories that can help to explain media choice behavior, 
mainly based on informational communication and relational communication. The 
chapter starts with an examination of extant media choice literature. A summary of the 
major theories and research work in media choice study is provided. This is followed by a 
description of relational communication and nonverbal cues, explaining how nonverbal 
cues are related with relational communication. The subsequent section applies social 
exchange and resource theory to media choice. 
 
3.1 Extant Media Choice Literature 
To investigate previous literature on media choice, we present here a conceptual 
framework which builds the foundation for our research model. Figure 1 shows the 
conceptual framework and we review the extant media choice literature based on this 
framework. We claim that media choice will be affected by media social effectiveness 
and social motivation fit, media informational effectiveness and task complexity fit, and 
media efficiency. Although interaction effect may exist, for simplicity, we group major 





Figure 1 Research Framework on Media Choice 
 
This framework adopts a cost-benefit perspective. Based on rational choice theory 
(Pfeffer 1982), each communicator is assumed to be a rational actor and the 
communicator will select a media when the perceived benefits of using that media 
outweigh the perceived cost. The benefit corresponds to the perceived media 
effectiveness in accomplishing a communicative goal and the cost corresponds to the 
perceived media efficiency, which is the effort spent to achieve the goal. 
 
Every communicative message is social and informational (Trenholm et al. 2004; 
Watzlawick et al. 1967). Human communication has been recognized as achieving 
instrumental, relational and self-presentational goals simultaneously (Clark et al. 1979b; 
Trenholm et al. 2004). Thus, the perceived media effectiveness in the proposed 
framework is further divided into media informational effectiveness and media social 
effectiveness. Hereafter, we will elaborate those factors affecting each construct in the 
research framework based on previous literature. 
 
3.1.1 Media Informational Effectiveness and Task Complexity Fit 
The fit between media informational effectiveness and task complexity is that individuals 
select a media to match the interpretation complexity or equivocality of a particular task. 
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This stream of research is widely accepted as a typical explanation of media choice led 
by media richness theory (Daft et al. 1986).  
 
In 1981, Daft and Macintosh introduced a model to explain the relationship between the 
amount and equivocality of information with the variety and analyzability of a given task 
(Daft et al. 1981). Daft and Lengel then proposed media richness theory, which soon 
becomes one of the most influencing theories in computer mediated communication 
research (Daft et al. 1984; Daft et al. 1986). It started with information processing theory, 
arguing that the purpose of communication is to reduce equivocality (Shannon et al. 
1949). 
 
Media richness theory also argues that organizational effectiveness could be improved by 
matching medium characteristics to the needs of tasks that process organizational 
information. In Daft and Lengel’s definition, task has two types of characteristics, 
uncertainty and equivocality. Uncertainty means the absence of information, based on 
previous work in psychology (Daft et al. 1986; Garner 1962; Miller et al. 1949; Shannon 
et al. 1949). Equivacality means “ambiguity, the existence of multiple and conflicting 
interpretations about an organizational situation” [p. 556] (Daft et al. 1986). 
 
Medium is posited to differ in richness along four dimensions: the medium’s capability 
for immediate feedback, the number of cues and channels utilized, personalization, and 
language variety (Daft et al. 1986; Daft et al. 1979). Face-to-face is claimed to be the 
richest medium, since it allows immediacy of feedback, multiple cues (e.g. vocal 
inflection, gestures), and it is expressed in natural language, therefore, it would lead to 
better performance for equivocal task. In contrast, formal, unaddressed documents are 
believed to be the lowest in richness, as in it fails to bring the great amount of 
information required by equivocal task (Daft et al. 1987). Thus Daft and Lengel 
concludes that “the use of richer media (such as face-to-face meetings) would result in 
better performance for equivocal tasks (such as deciding whether to acquire a company), 
while use of leaner media (such as written memos) would lead to better performance for 
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less equivocal tasks (such as determining customer reactions to product labels)” [p.558] 
(Daft et al. 1986). 
 
Media richness theory stimulated researchers’ interests in computer-mediated 
communication in 1990s. Many studies have been conducted to test media richness 
theory empirically, and inconsistent findings came up from previous research. Problems 
with media richness theory are proposed by various researches (for a discussion on 
problems with media richness theory, see Appendix 1), media richness is believed to 
provide general support only for the so-called traditional media, such as face-to-face 
communication, telephone, letters, and memos (Carlson et al. 1999). With the 
involvement of the new media, especially electronic mail (email), the findings showed 
marginal support or no support (refer to Table 1). 
 
The first empirical test of media richness theory was conducted by Daft et al. (Daft et al. 
1987). The findings turned up to be supportive. Since then, more researches have showed 
similar results supporting media richness theory (Russ et al. 1990; Trevino et al. 1990b; 
Trevino et al. 1987; Whitfield et al. 1996; Zack 1994). Straub and Karahanna 
summarized studies from 1987 to 1995 which tested social presence and media richness 
theories (Straub et al. 1998). We added research after 1995 and tabulate the result in 
Table 1. 
 
Although media richness theory is argued to be problematic, it serves as the fundamental 
theory in communication media selection and use, and the basic idea that media selection 
is affected by task complexity or equivocality is generally supported (Kock 2004; Kock 
2005). Most studies propose new factors influencing media choice rather than those 
































Table 1 Studies Since 1987 Generally Support or Not Support Social Presence and Media 
Richness Theories Adapted from Straub and Karahanna (Straub et al. 1998) 
 
3.1.2 Media Social Effectiveness and Social Motivation Fit 
The fit between media social effectiveness and social motivation will affect individuals’ 
media choice decision. Individuals select a particular medium based on the medium’s 
Study Overall Support 
Trevino et al. 1987  Yes 
Daft et al. 1987 Yes 
Rice 1987 Yes 
McLeod and Jones 1987 No 
Rice and Shook 1988  No 
Sherblom 1988  Yes 
Markus 1987  Yes 
Jones et al. 1988-89  Yes 
Rice et al. 1989  Yes 
Trevino et al. 1990a No 
Reinsch and Bewick 1990  Yes 
Rice and Shook 1990  No 
Rice et al. 1990a Yes 
Schmitz and Fulk 1991  Yes 
Russ et al. 1990  Yes 
Kydd and Ferry 1991  Yes 
Rice et al. 1992  Yes 
EI-Shinnawy and Markus 1992  No 
Kinney and Watson 1992  No 
Kraut et al. 1992  Yes 
Rice 1993  No 
Vallacich et al. 1993  Yes 
Markus 1994  No 
Lee 1994  No 
D'Ambra and Rice 1994  Yes 
Zack 1994  Yes 
Caldwell et al. 1995  No 
Webster and Trevino 1995  No 
Whitfield et al. 1996  Yes 
Ngwenyama and Lee 1997  No 
D'Ambra et al. 1998  No 
Dennis and Kinney 1998  No 
Wijayanayake and Higa, 1999  No 
Mennecke et al. 2000  No 
Trevino et al. 2000  Yes 
Ratio of supportive to non supportive studies 1.33/1 
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capability to match their social goal or motivation. Many researches have been studying 
the social aspect of computer mediated communication. Table 2 summarizes the major 
theories / research work and their propositions. 
 
Theory Key Proposition(s) 







Communications media vary in their degree of Social Presence and 
that these variations are important in determining the way 
individuals interact. A medium’s effectiveness is determined by its 
capability to communicate the character of the relationship 
between the sender and the receiver, which is defined as 








CMC media users, as users of other media, are driven to develop 
social relationships. Even though computer-based communication 
media have schemas inherent limitations, users can adapt to 
them and effectively develop normal interpersonal relations, 
usually over a longer period of time than face-to-face or through 







Organizational communication process includes three parts: (1) 
inputs to the communication process; (2) a cognitive-affective 
process of communication; and (3) the communication impact on 
action and relationship. This model can help guide the design and 







Human communication is purposeful or goal-oriented, and generally 
three types of goals are involved: instrumental, relational, and 
self-presentational. All communication goals are important in 
manager-subordinate interactions, and become even more 
important when messages differ in valence (Sheer et al. 2004). 
 
Table 2 Major Research Investigating Social Aspect of Computer Mediated Communication 
 
Social presence theory (Short et al. 1976) has been used to account for task-oriented and 
impersonal tone in CMC (Culnan et al. 1987; Hiltz et al. 1986; Rice et al. 1984a; 
Steinfeld 1986). Social presence is defined as the degree of salience of another person in 
an interaction and the consequent salience of an interpersonal relationship. Social 
presence is said to be a differential property of communication media: The fewer the 
channels or codes available within a medium, the less the attention paid by the user to the 
presence of other social participants. Short et al. (1976) stated that electronic 
communication systems differ in their “capacity to transmit information about facial 
expression, direction of looking, posture, dress and nonverbal, vocal cues” [p. 65]. 
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Computer-mediated communication, with its paucity of nonverbal elements and feedback 
cues, is said to be extremely low in social presence in comparison to face-to-face 
communication. When social presence is lower, messages presumably are more 
impersonal. The CMC literature also suggests that because the nonverbal codes are 
generally those that carry relational information, it is the loss of this particular 
information in written-only CMC that causes unemotional or undersocial communication 
(Walther 1992). 
 
Social information processing (Walther 1992; Walther 1996) refers to the way by which 
communicators process social identity and relational cues (i.e. social information) using 
different media. The theory attempts to explain and predict participants’ interpersonal 
accommodation via CMC and Face-to-Face (F2F) channels. The critical difference 
between F2F and CMC from this perspective is that the limited bandwidth of CMC offers 
less total information per exchange than does F2F exchange, and relational development 
in CMC is delayed when typing and / or asynchronous exchanges slow message 
transmission even further. The progression of relational development should therefore be 
slower in CMC and F2F. However, the theory posits, “given sufficient time and message 
exchanges for interpersonal impression formation and relational development to accrue, 
and all other things being equal, relational (communication) in later periods of CMC and 
face-to-face communication will be the same” [p. 69] (Walther 1992). This does not 
mean that CMC users simply become accustomed to and overcome the reduced-cue 
medium (e.g. Hollingshead et al. 1993, McGrath et al. 1993). While the end result may be 
similar, social information processing theory suggests that information accumulates via 
exchanges over a consistently narrow but potentially social bandwidth. 
 
Te’eni et al. (2001) identify computer-mediated communication as one type of general 
communication and they believe theories of communication should guide the design of 
such systems. They notice the knowledge gap that what system development 
methodologies have generally ignored is the theories of communication. Thus, they first 
propose a communication process model to lay the groundwork of the link between 
communication theory and computer-mediated communication systems so that design 
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and implementation of effective communication could be achieved in the organizations.  
More specifically, by incorporating individuals’ intentions and behavior at the level of 
producing and transmitting a message (i.e. different communication process) with media 
richness theory, individuals’ media selection behavior could be better explained. Based 
on this communication process model, Te’eni (2001) further proposes the cognitive-
affective model by incorporating communication inputs and communication impact with 
the communication process model. The cognitive-affective model includes three basic 
elements: (1) inputs to the communication process (task, sender-receiver distance, and 
values and norms of communication with a particular emphasis on inter-cultural 
communication); (2) a cognitive-affective process of communication (one or more 
communication strategies, the form of the message, and the medium through which it is 
transmitted); and (3) the communication impact on action and relationship (the mutual 
understanding, and relationship between the sender and receiver). A set of 
communication strategies is used to bond these factors together aiming at reducing the 
complexity of communication. 
 
Sheer and Chen (2004) ascribe the problematic media richness theory to its single-
minded goal orientation. They presume that human communication is purposeful or goal-
oriented, and generally three types of goals are involved: instrumental, relational, and 
self-presentational (Canary et al. 1993). Media richness theory is questioned for the 
limitation of involving only one type of interaction goals, instrumental goal, in which a 
single-minded goal orientation is rare in social interactions. In addition to instrumental 
goal, the study proposes that relational and self-presentational goals are of at least equal 
weight in manager-subordinate interactions, and become even more important when 
messages differ in valence. The authors agree with media richness theory that task 
equivocality is important in media selection. The empirical study showed that (a) media 
richness theory holds when messages are positive, (b) self-presentational goals are the 
most powerful predictor of media choice when messages are negative, (c) relational goals 
have some impact on managers’ media choice and (d) complexity is a sensitive predictor 
of media choice. 
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3.1.3 Media Efficiency 
Media efficiency is the cost factor in the proposed cost-benefit perspective explaining 
individual’s rational choice of a communication medium. Many factors have been found 
in previous literature affecting media efficiency including media accessibility (Zmud et al. 
1990), expressing effort/time (Zaremba 2006), monetary cost (Zaremba 2006), 
connection establishing time (Zaremba 2006), and recipient availability (Straub et al. 
1998). Table 3 lists the descriptions of these factors. 
 
Factor Description 
Media accessibility Individual's capability to access that channel 
Expressing effort The cost (effort and time) to prepare the message 
Monetary cost Spending associated with the use of a communication medium 
Connection 
establishing time 
Waiting time between the transmission of the message and the moment 
receiver has read or heard the message 
Recipient availability The extent to which a recipient of a message is perceived to be immediately available to receive a communication 
 
Table 3 Descriptions of Media Efficiency Factors 
 
Appendix 2 provides a summary of factors proposed in the literature affecting media 
choice. Appendix 3 offers a summary of major theories and research work in 
organizational communication relevant to computer mediated communication. 
 
3.2 Relational Communication, Nonverbal Cues and Media Choice 
As the informational communication aspect has already been well tested, our research 
interest is on the relational communication aspect. Both social presence theory and social 
information processing theory emphasize on the critical role played by nonverbal cues in 
building interpersonal relationships, in this section, we review the characteristics of 
nonverbal cues and how relational communication, nonverbal cues and media choice are 
related. 
 
Daniels and Spiker (1987) defines communication as “shared meaning created among 
two or more people through verbal and nonverbal transaction” [p. 29]. This definition 
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embodies the two forms of communication: verbal and nonverbal. Verbal communication 
refers to the use of words in the code of a language system in either speaking or writing 
(Daniels et al. 1987; Zaremba 2006). For example, a negotiation includes verbal message 
and so does a note left on the table. A nonverbal communication is “one that does not use 
words but nevertheless conveys meaning to receivers” [p. 17] (Zaremba 2006). For 
example, gaze in face-to-face conversation indicates attention and a bold font in a note 
highlights the degree of importance. 
 
3.2.1 Domain of Nonverbal Communication 
The domain of verbal communication is the extent that only the explicit use of words 
counts, whereas, any body language in interpersonal communication, such as gestures, 
body movements, facial expressions, gaze, dress and the like are part of nonverbal 
communication. Moreover, the use of the voice, touch, distancing, time, and physical 
objects are all considered as part of nonverbal communication. Experts define nonverbal 
communication as the “transmission of information and influence by an individual’s 
physical and behavioral cues” (Patterson 1996). A commonly accepted categorization of 
nonverbal communication signals is given in Table 4. 
 
Class Description 
Kinetics Visual bodily movements, including gestures, facial 




Use of vocal cues other than the words themselves, 
including such features pitch, loudness, tempo, pauses, 
and inflection 
Physical appearance Manipulable features such as clothing, hairstyle, cosmetics, 
fragrances, and adornments; excludes non-manipulable 
features such as physiognomy and height 
Haptics Use of touch, including the frequency, intensity, and type 
of contact 
Proxemics Use of interpersonal distance and spacing relationships 
Chronemics Use of time as a message system, including such code 
elements as punctuality, waiting time, lead time, and 
amount of time spent with someone 
Artifacts Manipulable objects and environmental features that may 
convey messages from their designers or users 
 
Table 4 Nonverbal Communication Behaviors [p. 245] (Burgoon et al. 2002) 
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3.2.2 Nonverbal Communication in Communication Process 
Argyle (1988) has identified four primary functions of nonverbal behavior: 1) expressing 
emotion; 2) conveying interpersonal attitudes (like/dislike, dominance/submission, etc.); 
3) presenting one’s personality to others; 4) accompanying speech for the purposes of 
managing turn taking, feedback, attention, etc. Notice that none of these functions 
restricts to nonverbal communication alone; that is we can express emotions or convey 
interpersonal attitudes by verbal cues too. However, in any situation, we may not over 
heavily rely on either verbal communication or nonverbal communication alone, which 
implies the interrelationship between verbal communication and nonverbal 
communication. 
 
Besides the primary functions nonverbal communication serves, we also notice that 
nonverbal communication produces certain messages. Mehrabian (1970; 1981) has 
identified the fundamental categories of meaning associated with nonverbal behavior into 
threefold resulting from his extensive testing: 1) Immediacy – sometimes we react to 
things by evaluating them (positive or negative, good or bad, like or dislike); 2) Status – 
sometimes we enact or perceive behaviors that indicate various aspects of status to us 
(strong or weak, superior or subordinate); 3) Responsiveness – refers to our perceptions 
of activity (slow or fast, active or passive). This categorization of meanings associated 
with nonverbal communication has obtained general agreement (Knapp et al. 1997). In 
general, nonverbal behaviors, like verbal behaviors, have multiple uses and meanings. 
These uses and meanings reveal lots of personal information and help to build the 
interpersonal relationship between communication dyad. 
 
3.2.3 Nonverbal Communication Goals 
To deliberate the total effect of various signals sent by nonverbal behavior, we look at 
now the goals accomplished by nonverbal communication: communicating intimacy, 
communicating status and power, managing the interaction, and communicating identity 
(Knapp et al. 1997). These goals accomplished by nonverbal communication are closely 
related with relational communication. 
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Communicating Intimacy 
Nonverbal behavior is used to communicate intimacy. In late 1960s and 1970s, 
Mehrabian (1972) conducted a number of experimental studies of behaviors that indicate 
greater closeness or liking. He identified the following signals as distinguish a positive 
evaluation of an interaction from a negative one: more forward lean, closer proximity, 
more eye gaze, more openness of arms and body, more direct body orientation, more 
touching, more postural relaxation, and more positive facial and vocal expressions. These 
signals are called by Mehrabian as immediacy cues. However, the immediacy cues have 
been criticized as only applicable to initial  interactions with people we do not know well 
and reveal little cues to understand relationship has a history (Knapp et al. 1997). 
 
Noticing the one-time encounter restriction of Mehrabian’s studies, Clore and his 
colleagues tested ongoing liking and disliking in quick succession. They collected a large 
number of verbal statements on nonverbal behaviors that are perceived as positive and 
negative. Table 5 lists (in order) the behaviors rated highest and lowest. 
 
Warm Behaviors Cold Behaviors 
Looks into his eyes Gives a cold stare 
Touches his hand Sneers 
Moves toward him Gives a fake yawn 
Smiles frequently Frowns 
Works her eyes from his head to his toes Moves away from him 
Has a happy face Looks at the ceiling 
Smiles with mouth open Picks her teeth 
Grins Shakes her head negatively 
Sits directly facing him Cleans her fingernails 
Nods head affirmatively Looks away 
Puckers her lips Pouts 
Licks her lips Chain smokes 
Raises her eyebrows Cracks her fingers 
Has eyes wide open Looks around the room 
Uses expressive hand gestures while 
speaking Picks her hands 
Gives fast glances Plays with her hair's split ends 
Stretches Smells her hair 
 





Nonverbal behavior can be used to communicate dominance or status. Many previous 
research suggest that more relaxed and expansive postures and a more raised head are 
signals of dominance or status; lowered or frowning brows indicates dominance; being 
taller conveys more power (Keating 1985; Mehrabian 1972; Schwartz et al. 1982). 
Higher status people command greater personal space and more territory (Latta 1978; 
Lott et al. 1967). Stier and Hall (Stier et al. 1984) summarize the discussions on touch as 
a status-reflecting and status-attaining variable. Most people expect the person of higher 
status initiates the touch behavior. In voices, a deep, loud, moderately fast, unaccented, 
and clearly articulated voice is perceived as more dominant (Burgoon et al. 1989). More 
talking in groups is a good predictor of status rank (Rosa et al. 1979). 
 
Managing the Interaction 
Nonverbal behaviors can also be used to manage interactions. Knapp and Hall (Knapp et 
al. 1997) identified three ways in which nonverbal behaviors manage the interaction: 
greeting, turn-taking, and leave-taking. Hands are often active in the greeting process 
with salutes, waves, handshakes (Schiffrin 1974), handslaps, and various emblematic 
gestures such as the peace sign, the raised fist, or the “thumbs-up” gesture. An extended 
unfilled pause or silence is a signal of turn-taking. Looking at one’s watch or placing 
hands on thighs for leverage in getting up are all signals of leave-taking. 
 
Communicating Identity 
Appearance and behavior reveal significant information about people’s identity – who 
they are, or more precisely, who they would like to be. For example, research show that 
compared to woman, men have less skilled in sending and receiving nonverbal cues, are 
less likely to notice (or to be influenced by) people’s appearance and nonverbal behavior, 
have less expressive faces and use fewer expressive gestures, smile and laugh less, look 
at others less and keep greater distances from others (Hall 1984; Rosenthal et al. 1979; 
Vrugt et al. 1984). 
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3.2.4 Nonverbal Cues and Media Choice 
Media determines the amount of cues delivered by nonverbal behaviors. Communication 
media differs to the degree of nonverbal cues to be delivered (Daft et al. 1986; Daft et al. 
1987). Indisputably, face-to-face communication provides the largest number of 
nonverbal cues. Sproull and Kieslter’s (1986) Lack of Social Context Cues hypothesis 
also delineates F2F and CMC differences as a result of the social information available in 
CMC. These cues differ not only in those apparent ones, such as body gestures, facial 
expressions, physical appearance, but also in those comparatively obscure ones, such as 
waiting time, lead time, and the amount of time spent with the communication partners 
(Walther 1995).  
 
Nonverbal cues produce a significant amount of meanings in the communication process. 
It is claimed that 93% of the meaning the receiver perceives is based on nonverbal 
information (Mehrabian 1968). Other researchers have reported a somewhat lower figure, 
but still sufficiently high to recognize the importance of nonverbal messages (Leathers 
1997). Research on nonverbal communication suggests that major social functions 
nonverbal communication taken involve relationship building and identity management 
(Burgoon et al. 2002; Trenholm et al. 2004). People shake hands, wave, nod, smile, clap 
to enhance relationship building; people pay special attention on behaviors in front of the 
boss to obtain a better personal image. Therefore, different media determines the total 
information or meanings produced in the communication process. 
 
3.3 Social Exchange, Resource Theory and Media Choice 
Though besides the instrumental goal, Sheer and Chen (2004) also identifies the 
relational goal and self-presentational goal will affect media choice. How these goals are 
formed and in what way these goals will affect media choice are not thoroughly 
explained. In viewing this knowledge gap, we apply social exchange theory and resource 
theory into media choice. To the best of our knowledge, none of the previous research 
has applied social exchange and resource theory into this media choice research. In this 
section, we will review the basic concepts of social exchange theory and resource theory. 
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Furthermore, we are also going to elaborate how these two theories are integrated with 
media choice. 
 
3.3.1 Social Exchange Theory 
Social exchange theory grows out of the intersection of psychology, economics and 
sociology. It has been introduced to literature from psychology perspective (Emerson 
1962; Homans 1961), economics perspective (Blau 1964) and sociology perspective 
(Thibaut et al. 1959). Social exchange theory is based on a central premise: that the 
exchange of social and material resources is a fundamental form of human interaction 
(Zafirovski 2005). The key tenet of social exchange theory is that human develop 
relationships based on their rewards and costs (Pearson et al. 2005). More specifically, 
people strive to maximize rewards and minimize costs. Every social interaction incurs 
some costs, such as time and money, and rewards, such as received status and love.  
People tend to build or maintain a relationship when he/she perceives the rewards as 
outweighing the costs, and people may choose to leave a relationship when the perceived 
rewards is less than the perceived costs. 
 
In any social exchange, people desire to maximize profits and minimize costs. This 
follows the rationality proposition of social exchange theory and the proposition is 
defined as “In choosing between alternative actions, a person will choose that one for 
which, as perceived by him at the time, the value, V, of the result, multiplied by the 
probability, p, of getting the result, is the greater” [p. 43] (Homans 1974). If it is violated, 
the exchange behavior is irrational and should not happen. 
 
One key behavioral assumption of social exchange theory is that people in social 
exchange settings follow the rule of distributive justice, equity or fairness in non-
economic relations (Zafirovski 2005). Social exchange theory defines distributive justice 
in terms of equivalence or proportionality between the profits and costs from non-
economic exchanges (Homans 1961). In other words, people retain a concept of 
“fairness” in social exchange process, to the extent that people will continue a transaction 
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when the profits outweigh costs or the profits/costs ratio is greater than certain number. 
This leads to a very important concept in social exchange theory, ‘comparison level’. 
Comparison level is defined in social exchange theory as “the amount of social 
reinforcement obtained per transaction over a series of transactions with a given 
environmental source becomes, over time, a neutral point on the scale of value for social 
reinforcement” [p. 348] (Emerson 1976). Thus, in any social exchange, people want to 
achieve balance or reach certain comparison level in the process of resources transfer. 
 
Blau (1964) argued that in social exchange relationships, lack of balance in the 
fulfillment of obligations might lead to negative consequences. By balanced, we mean 
that the dyad in social exchange perceive the level of obligations to be similar (Shore et al. 
1998). In these types of exchange relationships, when one person does something 
beneficial for another party, there is an expectation that the action will be reciprocated, 
though often it is not clear when or in what form the beneficial action will be reciprocated 
(Wayne et al. 1997). In order to discharge the obligation created by beneficial acts, the 
recipient must then repay the debt by engaging in behaviors which are beneficial to the 
donor (Blau 1964). Thus, if a person perceives that he or she has been treated well by 
another party, the person would feel obligated to treat the other party well and try to 
avoid harming the other party (Gouldner 1960). In other words, one person feels 
obligated to reciprocate in order to create balance in the exchange with another person. 
Furthermore, individuals attempt to create a positive imbalance in their exchange 
relationships to avoid becoming indebted to the other party (Blau 1964). 
 
The most common social exchange behavior happens within dyads. Other forms of social 
exchange exist, such as group and exchange networks. Social exchange in dyads refers to 
any exchange behavior happens in two-party context. Group refers to both small and 
large – for example, families, business corporations, committees, legislative bodies etc. 
Network exchange involves three or more actors, which ties together both groups and 
individuals as actors (Emerson 1976). 
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Social exchange theory is one of the most influencing theories in sociology interpreting 
interpersonal relationship. In our context, of interest is media choice in dyads, thus, we 
consider interpersonal communication as one specific type of social exchange and adopt 
social exchange theory as part of  our theoretical foundation. 
 
Though social exchange theory is trying to explain any interpersonal behavior, it fails to 
distinguish substances being transferred. Hence, we adopt resource theory to make 
distinctions between different substances being exchanged. 
 
3.3.2 Resource Theory 
According to social exchange theory, any interpersonal behavior requires exchange of 
resources (Foa et al. 1980; Foa 1993). Resource is “anything transacted in an 
interpersonal situation” [p. 78] (Foa et al. 1980). It includes material objects such as a 
flower, a suit, a bottle of water, money and equivalent forms of payment, a hug, a SPA 
treatment, a bow, or a pat on the back. 
 
Resource theory classifies all these rewards and punishments transmitted in interpersonal 
exchange into six classes: love, status, information, money, goods, and service. Love is 
defined as “an expression of affectionate regard, warmth, or comfort”. Status is “an 
expression of evaluative judgment which conveys high or low prestige, regard, or 
esteem”. Information includes “advice, opinions, instruction, or enlightenment but 
excludes those behaviors which could be classed as love or status”. Money is “any coin, 
currency, or token which has some standard unit of value”. Goods are “tangible products, 
objects, or materials”. Service involves “activities on the body or belongings of a person 
which often constitute labor for another” [p. 2-3] (Foa et al. 1993). 
 
The six categories of resources are further classified based on two coordinates of resource 
characterization: concreteness versus symbolism and particularism versus universalism 
(Foa et al. 1980; Foa 1993). Interpersonal behaviors are found to vary from concrete to 
symbolic. Some behaviors, such as giving an object or performing a task, are quite 
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concrete. Some others are more symbolic, such as language, gestures, or facial expression. 
The particularism-universalism dimension refers to the degree to which the significance 
of the person who provides the resource differs. For example, changing a waiter does not 
make much difference for the customers dining in the restaurant. A change in physician 
will be less likely to be accepted. Thus, based on these two dimensions, the 6 resources 
are ordered as shown in Figure 2. 
 
 
Figure 2 Concreteness vs Particularism [p. 16] (Foa 1993) 
 
Though in Figure 2 the resources are plotted by discrete points, it is more accurate to 
consider each class as occupying a range in the order, so that some elements will lay on 
the boundary of two neighboring classes. For example, pass a cup of water from one 
person to another can be either an indication of love (from mother to son) or a kind of 
service (from waiter to customer). A credit card can be considered as either money or 
goods (the physical material). Thus, at the boundaries between classes, the elements of 
one class merge into the elements of the other. 
 
3.3.3 Resource Exchange and Relational Communication 
In our study, we apply social exchange to the context of interpersonal communication. 
Social exchange theory can be used to explain any interpersonal behavior (Blau 1964). 
Any interpersonal behavior could be communicative (Watzlawick et al. 1967). In social 
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exchange process, communication is inevitable. Therefore, we apply social exchange to 
interpersonal communication. We interpret interpersonal communication as a process of 
social exchange that the communicator strives to maximize his/her gain (resources) with 
a reasonable cost. 
 
Besides benefit maximization, people in social exchange intend to maintain balance or 
positive imbalance. Individuals attempts to create a positive imbalance in their exchange 
relationships to avoid becoming indebted to the other party (Blau 1964). Applying to 
relational communication, the communicator intends to maintain a comfortable relative 
resource level with the communication partner or slightly above the comfortable relative 
resource level. 
 
Resource theory identifies six categories of resources in interpersonal exchange process, 
namely, money, goods, information, love, status, and service. We notice that not all 
resources are directly exchanged in our context. For example, money and goods are not 
directly exchanged in dyadic communication. Among all these different categories of 
resources, love and status are claimed to be produced in interpersonal social interactions 
and the rest resources are impersonal (Foa et al. 1993). Given the complexity of 
interpersonal communication, we should make it clear on what resources are indeed 
exchanged in this context. 
 
Among the six classes of resources proposed by resource theory, information, love and 
status are directly exchanged in the interpersonal communication process. Traditionally, 
money, goods, service and information has been classified as economic resources, while 
status and love are interpersonal or social resources (Berg et al. 1993; Buss 1983). The 
distinction between social and economic exchange entails unspecified obligations. The 
economic exchange is specified by a contract whereas person in social exchange only has 
general expectation of some future return (Blau 1986). In interpersonal communication 
context, only information is directly exchanged among all economic resources. 
Information is delivered from the sender to the receiver when the sender talks to the 
receiver, calls the receiver or sends the receiver an email. Love is transferred with hugs or 
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kisses. Status is signaled when the sender bows or the sender goes to the receiver’s office. 
By directly exchange, here we mean the resource actually gained or lost in one particular 
communication instance. For example, in a discussion, the communicator gains 
information and loses information. However, money cannot be directly exchanged in a 
communication. One can promise to lend $100 to another, but the money resource is not 
lost in the communication per se.  
 
Most communication contains a content part and a relational part (Trenholm et al. 2004). 
The content part is associated with the exchange of information resource and the 
relational part is associated with the exchange of status and love resources. Viewing 
interpersonal communication as one type of social exchange, the aim for the 




















4 Research Model 
 
Every communication is social and informational (Trenholm et al. 2004; Watzlawick et al. 
1967). Thus, media effectiveness contains two aspects: one refers to the effectiveness of 
delivering the relational part of message and the other refers to the effectiveness of 
delivering the informational part of message. Considerable research has been focusing on 
the influence of media informational effectiveness and task complexity fit on media 
choice (Daft et al. 1984; Daft et al. 1986; Dennis et al. 1998; Rice et al. 1992; Russ et al. 
1990). However, the social effectiveness of media is relatively under-studied. As the 
emphasis of our study is on the social aspect of media effectiveness, we decide to control 
the informational aspect of media effectiveness. 
 
Viewing the knowledge gap in previous literature, we propose a research model by 
integrating relational communication, nonverbal cues and resource exchange. We adopt a 
rational choice framework, assuming that each individual makes decision based on cost-
benefit calculation (Pfeffer 1982). In our study, media effectiveness is the benefit and 
media efficiency is the cost. We postulate that people tend to select a medium whichever 
the perceived net benefit is larger. 
 
Applying social exchange to interpersonal communication, the communicator strives to 
maximize his/her gain (resources) with a reasonable cost and the communicator intends 
to maintain a comfortable relative resource level with the communication partner or 
slightly above the comfortable relative resource level. Most communication contains a 
content part and a relational part (Trenholm et al. 2004). The content part is associated 
with the exchange of information resource and the relational part is associated with the 
exchange of status and love resources. Viewing interpersonal communication as one type 
of social exchange, the aim for the communicator is to maximize the benefit (status and 
love) with a reasonable cost (media efficiency). 
 
Status and love resources can be produced by both verbal communication and nonverbal 
communication. Different media affects the status and love resources produced and the 
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sunk cost incurred. Therefore, viewing from resource exchange perspective, media choice 
will be affected by the communicator’s goal to maximize the status and love resources 
and maintain a comfortable relative resource level. The proposed research model is 




Figure 3 Research Model 
 
4.1 Perceived Message Social Valence and Media Choice 
Social exchange theory is deemed to deal with any social relationship (Foa et al. 1980; 
Pearson et al. 2005). Thus, we apply it to our study, in the context of dyadic or 
interpersonal communication by adopting the most elementary form of social exchange. 
We interpret interpersonal communication as a process of social exchange that the sender 
strives to maximize his/her gain. 
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In relational communication context, the communicator strives to maximize the status 
and love resources with a reasonable cost. Among the 6 categories of resources identified 
by Foa et al. (1980), information, status and love are exchanged in interpersonal 
communication process. Every communication is informational and relational (Trenholm 
et al. 2004; Watzlawick et al. 1967). The informational aspect is associated with the 
exchange of information resource and the relational aspect is associated with the 
exchange of status and love resources. On occasions, the content part of the 
communication is more salient, i.e. the communicating message is mostly informational. 
On other occasions, the relational part of the communication is more salient, i.e. the 
communicating message is more relational. In relational communication context, viewing 
interpersonal communication as one type of social exchange, the aim for the 
communicator is to maximize the benefit (status and love) with a reasonable cost (media 
efficiency). Selection of appropriate media contributes a significant portion to this profit 
and cost calculation process.  
 
Status and love resources can be produced by both verbal communication and nonverbal 
communication. On one hand, status and love resources can be produced by expressing 
explicitly, for example, “you have done a great job!” On the other hand, status and love 
resources can also be produced by nonverbal behaviors. Research on nonverbal 
communication suggests that major social functions nonverbal communication taken 
involve relationship building and identity management (Burgoon et al. 2002; Trenholm et 
al. 2004). For example, smiling face is an indication of warmness (Clore et al. 1975), and 
lowered or frowning brows indicates dominance (Knapp et al. 1997). 
 
A nonverbal cue rich medium can produce more status and love resources than a 
nonverbal cue lean medium given the same communicating message. This is because first, 
given a specific communicating message, all media can deliver relatively the same 
amount of information resource and the resulting status and love resource are almost 
equal. Second, due to nonverbal behaviors can also produce status and love resources, 
given the same amount of status and love resource produced by verbal communication, 
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nonverbal cue rich media produce more status and love resource than nonverbal cue lean 
media. 
 
The communicating message varies in terms of the perceived social valence (Sheer et al. 
2004). Based on resource theory, we split the perceived message social valence into three 
dimensions, the perceived self status valence, the perceived other’s status valence, and 
the perceived love valence. Foa  (1993) has argued that every interpersonal relationship 
has two aspects: self and other or giving and taking. In person-centered communication, 
people take other’s perspective or cater for other’s need (LittleJohn 1999). Thus, we split 
the exchange of status resources into two parts, self status and other’s status. The 
definition of each perceived message social valence is given in Table 6. 
 
Construct Definition 
Perceived message self status 
valence 
Whether the communicating message can increase or 
decrease self status 
Perceived message other’s 
status valence 
Whether the communicating message can increase or 
decrease other’s status 
Perceived message love 
valence 
Whether the communicating message can increase or 
decrease love 
 
Table 6 Perceived Message Social Valence Definitions 
 
When the perceived message social (self status, other’s status, and love) valence is 
positive, the communicator prefers nonverbal cue rich medium since nonverbal cue rich 
media produces more status and love resource than nonverbal cue lean media. When the 
perceived self status valence is positive, the communicator intends to increase self status 
for self-presentation (Sheer et al. 2004). When the perceived other’s status valence is 
positive, the implications of choosing nonverbal cue rich media is twofold for the 
communicator. First, praising the communication partner face-to-face can create a better 
image for the communicator (Goffman 1959), which indicates increased self status. 
Second, praising the communication partner can also create a positive imbalance for the 
communicator in their exchange relationships to avoid becoming indebted to the 
communication partner (Blau 1964). When the perceived message love valence is 
positive, the communicator intends to enhance the affection and warmness with the 
communication partner (Sheer et al. 2004). In all these scenarios, nonverbal cue rich 
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media can produce more status and love resources than nonverbal cue lean media, which 
meets the profit (status and love resources) maximization goal in the exchange 
relationship. Thus, nonverbal cue rich media have a higher probability being chosen in 
these scenarios. 
 
When the perceived message social (self status, other’s status, and love) valence is 
negative, the communicator tends to avoid nonverbal communication. Avoid decreasing 
status and love resources refer to the sender’s intention to keep away from those social 
risks with an adverse effect on his/her social risks. It is intuitive that an unsatisfactory 
performer avoids face-to-face communication with his/her supervisor about performance 
feedback (Sheer et al. 2004; Vancouver et al. 1995). Losing face is a serious matter which 
will, to certain extent, affect one's ability to function effectively in society (Ho 1976). 
People try to avoid harming others in the society (Gouldner 1960). Since nonverbal cue 
rich media expose the sender more than nonverbal cue lean media, the communicator 
tends to use less of nonverbal cue rich media when the perceived message social valence 
is negative. For example, when the message content is “I have not touched the allocated 
task at all”, the sender would choose sending an email rather than talk face-to-face. 
 
Therefore, when the perceived message social valence (self status, other’s status, and 
love) is positive, the communicator is more probable to choose a nonverbal cue rich 
media. It is faster and more accurate for most people to send and receive the verbal and 
nonverbal cues in their native verbal or nonverbal format than to encode them in the text 
itself (Dennis et al. 1998; Walther 1992; Walther et al. 1992; Williams 1977). When the 
perceived message social valence (self status and other’s status) is negative, the 
communicator is more probable to choose a nonverbal cue lean media. 
 
H1: The perceived self status valence of a message is positively related to the 
probability of a nonverbal cue rich medium being chosen. 
 
H2: The perceived other’s status valence of a message is positively related to the 
probability of a nonverbal cue rich medium being chosen. 
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H3: The perceived love valence of a message is positively related to the 
probability of a nonverbal cue rich medium being chosen. 
4.2 Contextual Balance and Media Choice 
Balance level refers to the balance in a reciprocal social exchange relationship. Social 
exchange theory is governed by norm of reciprocity (Gouldner 1960). Reciprocity is the 
modal form of social interaction, and exchange relations carry with them the expectation 
of reciprocity (Molm 1991). Based on norm of reciprocity, people want to maintain the 
regular resource balance between two parties and this motivation is stronger when a 
person is in deficit of the balance than someone is in surplus (Blau 1964). In more details, 
one wants to decrease the resource difference when he/she is in deficit of the balance and 
the person in surplus of balance has less intention to change the status quo (Blau 1964; 
Shore et al. 1998). 
 
We define two types of balance in the current study: overall balance and contextual 
balance. Overall balance refers to the resource accumulated in all interactions happened 
between these two people historically. Contextual balance refers to the resource 
accumulated within one specific task, such as one group project. To accomplish one task, 
contextual balance has a larger effect than overall balance. For example, if the superior is 
seeking a subordinate’s help out of the subordinate’s job scope, the superior will either 
talk to the subordinate face-to-face or email him/her in very properly words. Therefore, in 
our study, we adopt contextual balance in our research model. 
 
For people in surplus of balance, which means they have higher love and status resource 
level, expressing love or showing status brings little marginal value to them (Blau 1964; 
Shore et al. 1998). The sender has no strong intention to further improve the balance level 
via nonverbal communication. Therefore, the effect of perceived message social valence 
has a weak effect on media choice.   
 
For people who are in deficit of balance, they are highly motivated to increase the 
balance level and change the status quo (Shore et al. 1998), which means increasing the 
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storage of love and status resource. An expression of love or status is more valuable for 
people in deficit of balance. Their social motivations are stronger and they are more 
likely to utilize the love and status resource produced by nonverbal behaviors, which is 
associated with nonverbal cue rich media. In such scenario, the perceived message social 
valence has a stronger effect on media choice. 
 
H4: There will be an interaction effect between contextual balance and perceived 
self status valence of a message such that: When the sender is in surplus of 
balance, perceived self status valence of a message will have a weak effect on 
media choice; when the sender is in deficit of balance, perceived self status 
valence of a message will have a strong effect on media choice. 
 
H5: There will be an interaction effect between contextual balance and perceived 
other’s status valence of a message such that: When the sender is in surplus of 
balance, perceived other’s status valence of a message will have a weak effect on 
media choice; when the sender is in deficit of balance, perceived other’s status 
valence of a message will have a strong effect on media choice. 
 
H6: There will be an interaction effect between contextual balance and perceived 
love valence of a message such that: When the sender is in surplus of balance, 
perceived love valence of a message will have a weak effect on media choice; 
when the sender is in deficit of balance, perceived love valence of a message will 
have a strong effect on media choice. 
 
4.3 Media Efficiency and Media Choice 
Media efficiency is the cost to get a message across to the receiver. From the moment 
when the sender has a need to communicate the message to the moment the message is 
received (i.e., heard or read) by the receiver, media efficiency is affected by the cost to 
prepare the message, effort to gain access to a medium, effort to locate the receiver 
through the media (e.g., finding out the other party’s location, email, phone number etc.) 
and waiting time between the transmission of the message and moment receiver’s read or 
hear the message. We define media efficiency as a dynamic concept. Therefore, face to 
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face is not necessarily less efficient than email, or vise versa (Straub et al. 1998). It all 
depends on where the two parties are, how easy they can communicate to each other at 
that particular moment.  
 
Based on the cost-minimization assumption of rational choice individual, media 
efficiency is the sender’s cost spent in a communication instance and the sender always 
wants to minimize this cost. Thus, the higher the sender perceives a medium’s efficiency, 
the more likely the sender will select it. 
 
H7: Medium efficiency is positively related to the probability of communicator’s 























5 Research Method 
 
Vignette in survey research was adopted for data collection. Vignettes are “short 
descriptions of a person or a social situation which contain precise references to what are 
thought to be the most important factors in the decision-making or judgment-making 
processes of respondents” [p. 94] (Alexander et al. 1978). Today, vignettes are widely 
used in marketing ethics research (Izzo 2000; McDonald 2000; Reidenbach et al. 1988; 
Tsalikis et al. 1989). Different versions of the same basic vignette are randomly assigned 
to different respondents. Thus, the strength of vignette technique is that “it makes 
possible an analysis of the effects on people’s judgments by systematically varying the 
characteristics used in the situation description” [p. 94] (Alexander et al. 1978). 
 
Although direct questionnaire can offer similar analysis, vignette method has several 
clear advantages (Alexander et al. 1978). First, the respondent is not as likely to 
consciously bias his/her report to the direction of impression-management (i.e. socially 
acceptance answer). Second, most people are not particularly insightful about the factors 
affecting their decision making process. Finally, the systematic variation of 
characteristics in the vignette allows a rather precise estimate of the effects of attribute 
values change. Many prior research have conducted their studies in a similar manner 
(Daft et al. 1987; Fedor et al. 1989; Sheer et al. 2004; Straub et al. 1998; Zmud et al. 
1990). 
 
5.1 Vignettes Design 
A questionnaire was designed and distributed to the respondents. As the target 
respondents are university students, the vignettes were designed to describe a situation 
when two students were working on the same course project. The respondents were asked 
to list multiple real life names and we randomly picked one as their communication 
partner. Given the assigned partner, the respondent was asked to select a communication 
medium based on the vignette description and answer a list of questions. Appendix 4 
 35
shows a sample questionnaire. In our study, each respondent was asked to evaluate only 
one hypothetical scenario, therefore, our study is a between-subjects design. 
 
As the focus of our study is on how social motivations affect media choice, message 
complexity was controlled. In each task scenario, message content was phrased as one 
short sentence to minimize the influence of task complexity on media choice. A sample 
scenario is given here, 
 
1. Scenario Description 
GE2350 is one of your major courses. This course requires students to form two-person 
groups for the term project which accounts for 60% of the course grade. You have 
formed a group with [communication partner] since the beginning of this semester. It is 
now close to the end of the semester. 75% percent of the project work is contributed by 
you. [Communication partner] has contributed relatively less. Some major work still 
needs to be done to complete the project. 
 
2. Communication Task 
With effort, you have solved the toughest problem in the remaining part of the project. It is 
10:30 am Monday morning and you are at your usual place. You need to leave for 
another country for a two-week exchange program in 12 hours. You want to just inform 
[communication partner] and tell him/her “I have solved the toughest problem”, but you 
do not plan to explain the details involved in problem-solving at this moment. 
 
To cover all social motivations proposed in research model, a total of 2 (Balance) * 2 
(Task Urgency) * 2 (Timing) * 6 (Message Content) = 48 versions of questionnaires were 
designed. 6 versions of message contents were designed to represent different social 
motivations. Message content increasing self status was stated as “I have solved the 
toughest part of the project.” Message content decreasing self status was stated as “I have 
not started the assigned part yet.” Message content increasing other’s image was stated as 
“The solution you came up with is genius.” Message content decreasing other’s image 
was stated as “The solution you came up with is incorrect.” Message content indicating 
love was stated as “I heard you got a cold. Take care!” Message content with no special 
social meaning was stated as “I was told that we need to turn in a hardcopy for the 
project.” 
 
Contextual balance was stated as the amount of project work each person had already 
contributed. The person contributed a larger portion is in surplus of balance and the 
person contributed less is in deficit of balance. 
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Media efficiency was altered through task urgency and the random generated task 
occurrence time. As media efficiency is a context dependent variable, task urgency will 
change certain media efficiency property. For example, if the task is very urgent and the 
communicators are not at the same location, face-to-face will be considered as low in 
media efficiency. By the random allocation of time, certain media become infeasible at 
that moment. For example, if the communication partner is in a lecture, the sender cannot 
call the communication partner. We consider two levels of task urgency in our study. 
Highly urgent task was designed as the sender had to leave for another country for a two-
week exchange program in 12 hours and less urgent task was designed as the sender had 
to leave in one week. Time was designed at two levels, 10:30 in the morning for occupied 
hours and 12:30 at noon for free hours. A summary of the vignettes variations is given in 
Table 7. 
 
Constructs Value Manipulation 
High You have contributed 75% of the work. Balance 
Low You have contributed relatively less. 
Urgent You are leaving for another country for a two-
week exchange program in 12 hours. 
Task 
Urgency 
Less urgent You are leaving for another country for a two-
week exchange program in one week. 
Occupied 10:30 AM Timing 
Free 12:30 pm (noon) 
Self status high I have solved the toughest part of the project. 
Self status low I have not started the assigned part yet. 
Other’s status high The solution you came up with is genius. 
Other’s status low The solution you came up with is incorrect. 






Natural I was told that we need to turn in a hardcopy for 
the project. 
 
Table 7 Summary of Vignettes Variations 
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5.2 Measurements Development 
5.2.1 Measurement Development 
The dependent variable is each respondent’s choice of a medium for the task scenario. 
For any scenario, we provide five media options: face-to-face (F2F), phone/cellphone, 
email, short message service (SMS) and instant messaging (IM). Each respondent is 
asked to select only one medium to accomplish the given task. 
 
Communication apprehension, relationship, general balance, power, contextual balance, 
task urgency, message complexity, self status perception, love perception, and other’s 
status perception were measured by single item or multiple items. A few scales were self-
developed and most scales were extracted from extant literature to measure all 
independent and control variables. Items were adapted whenever necessary. Both 
semantic and Likert 7-point scale were employed. The measuring items for the main 
constructs are given in Table 8. A detailed list of questionnaire items is given in 
Appendix 5. 
 
Construct Item No. Items Source 
SS1/OS1 Recognition of personal image Retting et al (1993) 
SS2/OS2 Recognition of personal accomplishments  
SS3/OS3 Appreciation of you as an important person  
Status 
SS4/OS4 Confidence in  your abilities  
LOV1 Closeness and sense of belonging Retting et al (1993) 
LOV2 Love and affection you experience  
Love 
LOV3 Warmth and tenderness expressed  
Contextual 
Balance CB1 
You have contributed more in the project 
than your partner Bakker et al (2000) 
 
Table 8 Main Variables Measurements 
 
Media efficiency was measured by asking respondents to indicate each medium’s level of 
convenience for both the respondents and their communication partners in the 
hypothetical scenario. Convenience includes ease to gain access to and use a medium, 
ease to locate the person, and ease to prepare the message. 7-point scale was used, where 
-3 indicate very inconvenient and 3 indicate very convenient. An impossible option is 
available for the respondents and their communication partners’ media accessibility, 
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indicating that the respondents cannot access the medium or they think the 
communication partners cannot access the medium. A Don’t Know option is available for 
communication partners’ media accessibility, indicating that the respondent does not 
know whether the communication partner can be reached through the medium. 
 
5.2.2 Control Variables 
Communication apprehension. Communication apprehension (CA) is defined as “an 
individual’s level of fear or anxiety associated with either real or anticipated 
communication with another person or persons” [p. 78] (McCroskey 1977). The person 
with a high level of CA will avoid communication much of the time in order to avoid 
experiencing the fear or anxiety the person has learned to associate with communication 
encounters. CA was found to be significantly related to individual’s ability to choose 
appropriate communication media (Alexander III et al. 1991). 
 
Interpersonal relationships. Interpersonal relationship has been found to affect 
individual’s media choice (Carlson et al. 1999). The closeness of the communication 
dyad determines the knowledge base for the dyad, enabling the habit of using a specific 
media, encoding of messages tailored to the communication partner, using cues relevant 
to him or her, and containing information having a richer meaning for that person. 
 
General balance. General balance refers to the resource accumulated in all interactions 
happened between the communication dyad historically. Though we hypothesized that 
contextual balance will play a more important role in media choice, we still want to 
capture how general balance will affect media choice. 
 
Power. The simplest form of exchange occurs between two actor, A and B, who each 
control at least on resource that the other values. The mutual dependence of actors on one 
another for valued resources provides the structural basis for their power over each other. 
Power is an attribute of relation, jointly determined by B’s dependence on A (which gives  
A power over B), and A’s dependence on B (which gives B power over A) (Cook et al. 
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1978). If A and B are equally dependent on each other, power in the relation is balanced. 
If their dependencies are unequal, power is imbalanced. The more powerful actor has a 
power advantage and the less powerful actor has a power disadvantage (Molm et al. 
1994). Actor who is in power-advantage position values punishment more than 
individuals who is in power-disadvantage position (Molm 1991). In media choice, the 
power advantage actor would value cost (media efficiency) more than the power 
disadvantage actor while the power disadvantage actor would value benefit (the potential 
for building / enhancing relationship) more than the power advantage actor. A typical 
example of power advantage / disadvantage positions could be the superior subordinate 
relationship. 
 
Gender Difference. Gender difference or homophily refers to individual’s preference for 
interaction in social networks with others who are similar on given attributes such as sex 
(Ibarra 1992; Rogers et al. 1981). Social homogeneity in the workplace makes 
communication easier, behavior more predictable and fosters relationships of trust and 
reciprocity (Lincoln et al. 1979). Numerous studies have indicated the prevalence of sex-
based homophily in workplace relationships (Brass 1985; South et al. 1982; Tsui et al. 
1989). We include gender difference in our study to investigate whether homophily will 
affect individual’s media choice behavior. 
 
5.3 Data Collection 
The first draft questionnaire was given to 4 postgraduate students who are either familiar 
with the topic of computer mediated communication, or at least, are experienced in the 
realm of MIS research. Upon completion of the questionnaire, they were interviewed 
immediately. Improvements were made on the questionnaire based on their feedbacks 
and comments. Based on the first draft, 48 questionnaire templates were populated. 8 
copies of each version of questionnaire were printed and all the hardcopies were shuffled 
to ensure distribution randomness. 
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The data collection was conducted in School of Computing, National University of 
Singapore. Convenience sampling with random assignment was adopted. Emails were 
sent to university students from various faculties and registered ones came to a laboratory 
to complete the questionnaire. As we have 48 versions of questionnaires, each 8 copies, 
random assignment to experimental treatments was achieved by shuffling the 
questionnaires. The participants were paid a token of S$5 as compensation and they also 
enjoyed a chance to win one of the 6 lucky draw cash prizes of S$50 each. 20 laboratory 
sessions were conducted and 294 students turned up for the experiment. Upon receiving, 
each questionnaire was double checked in order to avoid missing and invalid values. 
Therefore, all 294 questionnaires were accepted for data analysis. 
 
66.7% respondents are 20-25 years old. 66.3% are male and 33.7% are female. Almost all 
the respondents are undergraduates (98.3%) compared with 1.7% postgraduates. 69% 
respondents are in their first year of study. Between the respondent and the 
communication partner, the most frequently used communication medium was claimed to 
be face-to-face, followed by instant messaging, SMS, phone/cellphone, and email. For all 
the hypothetical scenarios completed, 37.1% respondents chose face-to-face to 
accomplish the task, followed by 34.7% phone/cellphone, 21.1% SMS, 4.4% Email, and 
2.7% instant messaging. A detailed list of descriptive statistics is given in Appendix 6. 
Table 9 shows the descriptive statistics. 
 
Study Variables M SD 
Independent Variables 
  Perception of Self Status (-3 to 3 ) .36 .96 
  Perception of Other’s Status (-3 to 3) .69 .87 
  Perception of Love (1 to 7) 4.41 1.18 
Moderation Variable 
  Contextual Balance (-3 to 3) -.15 1.74 
Control Variables 
  Communication Apprehension (1 to 7) 3.96 1.26 
  Relationship (1 to 7) 4.93 1.27 
  General Balance (-3 to 3) 1.39 .41 
  Power (-3 to 3) .58 .77 
  Message Complexity (1 to 7) 3.32 1.26 
 
Table 9 Descriptive Statistics of Variables 
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6 Data Analysis 
 
In this chapter, we present the data analysis procedures and results. First, variations 
checks were conducted for message contents, contextual balance, task urgency, and 
message complexity. Second, the reliability and validity measures of survey instruments 
are presented. Then, the results of hypothesis testing using multinomial logistic 
regression (MLR) are described. Lastly, the effects of control variables are assessed. 
 
Binomial (or binary) logistic regression is a form of regression which is used when the 
dependent is a dichotomy and the independents are of any type. Multinomial logistic 
regression exists to handle the case of dependents with more classes than two (Garson 
2006). Multinomial logistic regression is appropriate for our study because the dependent 
variables (media choice) are dichotomies (for a particular medium, either select or not 
select) with more classes than two (we have 5 media options, namely, face-to-face, 
phone/celllphone, instant messaging, email, and SMS). Therefore, MLR in SPSS was 
adopted as the method of analysis in our study. Experimental analysis is not suitable for 
this current study due to the dichotomous nature of the outcome variable. 
 
6.1 Manipulation Checks 
In order to make sure the explications of constructs are in conformity with public 
understanding of the words being used, a series of checks were conducted for the study 
variables (Cook et al. 1979; Perdue et al. 1986). One-way ANOVA was first conducted to 
test whether the means of two or more groups are significantly different. Appendix 7 
provides the ANOVA test result. All between group means are significantly different 
except task urgency. 
 
To further test whether the pair-wise mean is different for the manipulated variables, two-
tailed independent sample t-tests indicated the success variation between message content 
increasing self status and message content decreasing self status, message content 
increasing self status and message content neutral, message content increasing other’s 
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status and message content decreasing other’s status, message content increasing other’s 
status and message content neutral, message content decreasing other’s status and 
message content neutral, message content containing love and message content neutral, 
and contextual balance high and low. The variation check t-test results are given in Table 
10. 
 
  Dependent Variable 
Variable Valence M SD t df p 
Self status Increase .64 .75 4.30 78 .000 
 Decrease -.21 1.18   
Self status Increase .64 .75 3.44 100 .001 
 Neutral .07 .93   
Self status Neutral .07 .93 -1.30 94 .196 
 Decrease -.21 1.18   
Other's status Increase 1.41 .62 8.95 94 .000 
 Decrease .02 .88   
Other's status Increase 1.41 .62 4.96 94 .000 
 Neutral .70 .76   
Other's status Neutral .70 .76 -4.11 94 .000 
 Decrease .02 .88   
Love Increase 5.02 1.06 3.93 94 .000 
 Neutral 4.11 1.21   
Contextual balance High 1.12 1.17 18.44 292 .000 
 Low -1.43 1.21   
Task urgency High 5.51 1.23 1.41 292 .159 
 Low 5.30 1.34   
 
Table 10 Variation Check Results 
 
The difference between message content decreasing self status and message content 
neutral, and highly urgent task and less urgent task were not significant. For message 
content decreasing self status and message content neutral, though the variation was not 
successful, we decide to keep the data for two reasons. First, our primary focus is to build 
the contrast between message content increasing self status and message content 
decreasing self status and this manipulation was successful. Second, besides message 
content decreasing self status and message content neutral, other comparisons involving 
message content neutral were all successful. As message content neutral brought much 
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more significant information than insignificant information, we decide to keep message 
content neutral data for further analysis. 
 
Task urgency is used to alter media efficiency along with task occurrence time. We aim 
to use task urgency and occurrence time to change medium accessibility. As task urgency 
variation was not successful and the effect of task urgency on media choice is mediated 
by media efficiency, we decide to exclude task urgency data for further analysis. 
 
Media richness theory predicts that the more equivocal or complex the message is, the 
richer the media is preferred. Since our focus of study is on relational communication, 
specifically the role of nonverbal cues in media choice, we want to minimize the effect of 
message complexity on media choice by using very short sentences as message content in 
the hypothetical task scenarios. In table 6, the mean of message complexity is 3.32 on a 1 
to 7 scale, where 1 is simple and 7 is complex. This mean value shows a successful 
control on message complexity. However, we are further interested in whether message 
complexity is affected by different types of message contents. Table 11 shows the 
message complexity under 6 different scenarios. 
 
Scenario Type Mean N Std. Deviation 
SSHi 3.2346 54 1.18451
SSLo 3.7986 48 1.26180
OSHi 3.1944 48 1.15641
OSLo 3.9375 48 1.15195
Love 2.6944 48 1.20447
Neutral 3.0833 48 1.23675
Total 3.3220 294 1.26168
 
Table 11 Message Complexity of Different Scenarios 
 
To further test the relationship between message content scenarios and message 
complexity, we create 5 dummy variables to represent 6 scenarios. Message complexity 
was regressed against the 5 dummy variables and the results showed that message content 
decreasing self status and other’s status had significant effect on message complexity (see 
Appendix 7 for more details). This result agrees with Sheer and Chen (2004)’s arguments 
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and empirical findings that negative message is more complex than positive message. 
Though negative message was perceived to be more complex than positive message, as 
given in Table 9, the mean values were still less than the average value 4. Therefore, we 
consider our messages were generally regarded as simple. Nevertheless, we included it as 
a control variable. 
6.2 Instrument Validation 
To ensure instruments quality, a series of instrument validation analysis were conducted. 
 
6.2.1 Factor Analysis Results 
Exploratory Factor Analysis (EFA) was conducted to examine the construct validity of 
the indicator variables. The analysis was performed in SPSS 15.0 for Windows, 
employing Principle Components Analysis (PCA) with varimax rotation. 8 components 
had eigenvalue greater than 1, while the eigenvalue of the 9th component is 0.987. Due to 
the high eigenvalue of the 9th components, 9 components were extracted (see Appendix 8 
for the result of EFA). 
 
As shown in Appendix 8 step 2, GB2 was loaded on a separate factor with GB1 and GB3. 
Therefore, GB2 was dropped and PCA with varimax rotation was performed again for the 
remaining items. 8 components were extracted and all items load higher on their intended 
constructs than other constructs, with a minimum loading of 0.621. 
 
Confirmatory Factor Analysis (CFA) was conducted using LISREL 8.7 to examine factor 
loading of indicator variables. Most factor loadings were acceptable except GB3, 
MCOM2, and MCOM3. GB3 had a standardized factor loading equals 0.39. MCOM1 
and MCOM2 had a standardized factor loading greater than 1. As the convergent validity 
were not satisfied for these two constructs, GB3, MCOM1, and MCOM2 was dropped 










Construct Item Factor Loading T-value 
CA1 0.67 11.03 
CA2 0.76 12.33 
Communication 
Apprehension 
CA3 0.71 11.57 
REL1 0.84 16.42 
REL2 0.82 15.82 
Relationship 
REL3 0.80 15.37 
POW1 0.76 14.56 
POW2 0.85 16.96 
Power 
POW3 0.88 17.50 
SS1 0.73 13.42 
SS2 0.78 14.80 
SS3 0.81 15.52 
Perception of Self Status 
SS4 0.72 13.16 
LOV1 0.51 8.94 
LOV2 0.85 16.52 
Perception of Love 
LOV3 0.91 18.29 
OS1 0.78 14.62 
OS2 0.80 15.09 
OS3 0.64 11.23 
Perception of Other's Status 
OS4 0.67 11.93 
 
Table 12 Standardized Factor Loadings and T-values 
 
6.2.2 Convergent Validity and Reliability 
Convergent validity and reliability were assessed through 1) Cronbach alpha, 2) 
composite reliability, and 3) average variance extracted (AVE). The result for these three 
tests is given in Table 13. 
 
Factor Cronbach Alpha AVE Composite Reliability 
CA 0.754 0.714 0.756 
REL 0.858 0.820 0.861 
POW 0.861 0.832 0.871 
SS 0.841 0.761 0.845 
LOV 0.793 0.777 0.812 
OS 0.811 0.791 0.815 
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Table 13 Convergent Validity and Reliability Test Result 
 
As all composite reliability coefficients are greater than 0.70 and average extracted 
variances (AVE) are all 0.70 or above, constructs convergent validity is supported. 
Constructs reliability is supported by all greater than 0.75 Cronbach alpha values. 
6.2.3 Multicollinearity 
We further test the multicollinearity of research constructs. As shown in Table 14, none 
of the intercorrelations are greater than 0.5, in which greater than 0.8 suggesting a 
problem with multicollinearity among the research variables (Hair et al. 1998). Variation 
inflation factor (VIF) and condition index were calculated in SPSS. All VIF are less than 
10 and condition index are less than 30, indicating no multicollinearity problem (see 
Appendix 9 for multicollinearity results). 
 
Variables CA REL GB POW MCOM SS LOV OS CB URG 
CA 1     
REL -.101 1    
GB .036 .103 1   
POW -.137* .101 -.087 1   
MCOM .109 -.091 .037 .005 1   
SS -.041 .05 .188** .053 -.165** 1   
LOV .013 .215** .043 .039 -.163** .406** 1   
OS -.090 .135* .090 -.010 -.116* .208** .456** 1  
CB .033 -.072 .074 -.001 .009 .229** -.063
-
.289** 1 
URG -.023 .132* .008 .107 -.010 -.048 -.043 .074 .019 1
* p < .05            ** p < .01 
 
Table 14 Intercorrelations of Study Variables 
 
6.3 Hypothesis Testing 
Generally, logistic regression is appropriate for testing hypothesis about relationships 
between a categorical outcome variable and one or more categorical or continuous 
predictor variables (Peng et al. 2002). Traditionally, the research questions involving the 
analysis and prediction of a dichotomous outcome, for example, whether a student will 
succeed in college, are addressed by either ordinary least squares (OLS) regression or 
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linear discriminant function analysis. Both techniques were found to be not well suited 
for performing dichotomous outcomes analysis due to their strict statistical assumptions, 
i.e. linearity, normality, and continuity for OLS regression and multivariate normality 
with equal variances and covariances for discriminant analysis (Cabrera 1994; Cleary et 
al. 1984; Cox et al. 1989; Press et al. 1978). Logistic regression resolves all these 
problems by applying the logit transformation to the dependent variable. 
 
Hosmer and Lemeshow (2000) suggest looking at the multinomial model as if it were a 
set of independent binomial logistic models of each outcome against the reference 
outcome. In our study, face-to-face was chosen as the reference category because first, 
face-to-face was the medium chosen most often (37.7%) by the respondents, and second, 
face-to-face is also claimed to be the dominant media in interpersonal communication 
(Dennis et al. 1998; Panko et al. 1995). Therefore, all the results obtained were based on 
the comparison with face-to-face communication. 
 
6.3.1 Data Transformation 
Some demographic variables were removed from hypothesis testing. As 98% of the 
respondents fell into <20 (31.3%) and 20-25 (66.7%) age group, Age was discarded. 
General balance and power were discarded because first, these two constructs are rather 
homogeneous. The mean value and standard deviation of these two constructs are given 
in Table 15. The mean values of these two constructs are very close to 0 and SDs are 
relatively small, indicating not much general balance difference and power difference 
between the communication dyads. Second, if the general balance and power are 
relatively equal between the dyad, the effect of these two variables on media choice will 
be rather weak.  Therefore, we decide not to include these control variables in further 
analysis. 
 
 M SD 
General Balance .12 .74 
Power .06 .77 
 
Table 15 General Balance and Power Mean Value and Standard Deviation 
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In order to test the proposed research model in multinomial logistic regression, some data 
transformation work had been done. The dependent variable media choice were coded as 
a nominal variable, in which 1 represented face-to-face, 2 represented phone/cellphone, 3 
represented instant messaging, 4 represented email and 5 represented SMS. Gender, and 
whether the respondent and the communication partner are of the same gender were 
coded as nominal variables. Single item value is used for message complexity and 
contextual balance (CB). The average of relationship, perceived self status (SS), 
perceived love (LOV), and perceived other’s status (OS) were taken. The interaction 
terms CB*SS, CB*LOV, and CB*SS were computed. 
 
Three variables were used to capture both the respondent and the perceived 
communication partner’s media efficiency, whether the media is possible to access, 
whether the respondent knew the media accessibility of the communication partner, and 
the perceived convenience of the communication medium on a 7 point scale. Therefore, 
for the 5 studied media and both the respondent and the communication partner, we have 
30 variables altogether from the raw data. To increase the statistical power, we use 5 
variables to represent the media accessibility of each medium. A few rules were 
employed for the calculation, 1) when the communication partner’s media efficiency is 
unknown, a mean-replacement was done, 2) when one of the two parties cannot access 
the medium, -3 is used (along a -3 – 3 scale), and 3) the minimum of the two is used. The 
media efficiencies were calculated accordingly based on these rules. 
 
6.3.2 Results 
Overall model evaluation. A logistic model is said to provide a better fit to the data if it 
demonstrates an improvement over the intercept-only model (also called the null model). 
An intercept-only model serves as a good baseline because it contains no predictors. 
Table 16 shows the overall model evaluation statistics. The presented result yields the 
conclusion that our model is significantly (p = .012) better than a null model. 
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Model Model Fitting Criteria Likelihood Ratio Tests 
  -2 Log Likelihood Chi-Square df Sig. 
Intercept Only 764.012     
Final 666.952 97.060 68 .012 
 
Table 16 Overall Model Evaluation Statistics 
 
Statistical tests of individual predictors. The statistical significance of individual 
regression coefficients is given in Table 17. None of the perceived self status valence 
coefficients were significant, H1 was not supported. The perceived other’s status valence 
was a marginally significant (p = .068) predictor of the selection of email. The negative 
coefficient (-.823) indicates that compare with face-to-face the more positive the 
perceived other’s status valence of the message content, the less likely email will be 
chosen. Moreover, the perceived other’s status valence was also a significant (p = .021) 
predictor of the selection of SMS. The negative coefficient (-.618) indicates that compare 
with face-to-face the more positive the perceived other’s status valence of the message 
content, the less likely SMS will be chosen. As both email and SMS contain less 

















 Phone/cellphone  Instant Messaging  Email  SMS 
Predictor Coef. S.E.  Coef. S.E.  Coef. S.E.  Coef. S.E. 
F2F Cost .047 .072  -.164 .203  -.122 .162  -.086 .091 
Phone Cost .034 .106  -.159 .272  -.026 .228  .070 .132 
SMS Cost .140 .127  .372 .509  .056 .300  .112 .172 
Email Cost -.046 .102  -.223 .239  .428* .228  -.079 .121 
IM Cost -.029 .096  .456* .250  -.527** .220  .077 .115 
Interpersonal 
Relationship -.013 .124  .203 .354  -.467 .285  -.348** .148 
Message Complexity -.095 .100  -.175 .284  -.278 .234  -.375** .127 
Communication 
Apprehension .178 .121  .908** .377  .119 .277  .325** .148 
Gender Difference .424 .338  -.492 .875  1.024 .872  .073 .406 
Gender -.166 .326  .595 .991  -.053 .745  -.895** .383 
Self Status Valence 
(SS) .003 .182  .111 .559  -.572 .430  .265 .229 
Love Valence (LOV) -.158 .160  .058 .482  -.069 .354  -.426** .188 
Other's Status 
Valence (OS) -.273 .209  -.667 .573  -.823* .451  -.618** .268 
Contextual Balance 
(CB) .062 .363  -.477 1.118  .474 .737  .204 .407 
CB * SS .095 .101  .240 .294  .253 .218  .071 .118 
CB * LOV -.023 .088  .046 .256  -.155 .180  -.056 .102 
CB * OS -.006 .110  .290 .276  .211 .219  -.092 .135 
The reference category is: face-to-face. 
* p<.10               ** p<.05 
 
Table 17 Individual Predictor Coefficients Estimate 
 
The perceived love valence of the message content was a significant (p = .024) predictor 
of the selection of SMS. The negative coefficient (-.426) indicates that compare with 
face-to-face the more positive the perceived love valence of the message content, the less 
likely SMS will be chosen. Therefore, H3 was supported. None of the interaction effect 
coefficients were significant, H4, H5, and H6 were not supported. 
 
As we can see, instant messaging cost was a marginally significant (p = .068) predictor of 
the selection of instant messaging. The positive coefficient (.456) indicates that compare 
with face-to-face, the more convenient instant messaging is, the more likely instant 
messaging will be chosen. Moreover, email cost was a marginally significant (p = .060) 
predictor of the selection of email. The positive coefficient (.428) indicates that compare 
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with face-to-face, the more convenient email is, the more likely email will be chosen. 
Instant messaging cost was also a significant (p = .017) predictor of the selection of email. 
The negative coefficient (-.527) indicates that the more convenient instant messaging is, 
the less likely email will be chosen. These results agree with our arguments that the more 
efficient a certain medium is, the more likely the medium will be chosen. The more 
efficient an alternative medium is, the less likely a medium will be chosen. Therefore, H7 
was supported. A summary of they hypothesis testing result is given in Table 18. 
 
Hypothesis Result 
H1: The perceived self status valence of a message is positively related to 
the probability of a nonverbal cue rich medium being chosen. Not Supported 
H2: The perceived other’s image valence of a message is positively related 
to the probability of a nonverbal cue rich medium being chosen. Supported 
H3: The perceived love valence of a message is positively related to the 
probability of a nonverbal cue rich medium being chosen. Supported 
H4: There will be an interaction effect between contextual balance and 
perceived self status valence of a message such that: When the sender is 
in surplus of balance, perceived self status valence of a message will have 
a weak effect on media choice; when the sender is in deficit of balance, 
perceived self status valence of a message will have a strong effect on 
media choice. 
Not Supported 
H5: There will be an interaction effect between contextual balance and 
perceived other’s status valence of a message such that: When the sender 
is in surplus of balance, perceived other’s status valence of a message will 
have a weak effect on media choice; when the sender is in deficit of 
balance, perceived other’s status valence of a message will have a strong 
effect on media choice. 
Not Supported 
H6: There will be an interaction effect between contextual balance and 
perceived love valence of a message such that: When the sender is in 
surplus of balance, perceived love valence of a message will have a weak 
effect on media choice; when the sender is in deficit of balance, perceived 
love valence of a message will have a strong effect on media choice. 
Not Supported 
H7: Medium efficiency is positively related to the probability of 
communicator’s choice of it. Supported 
 
Table 18 Summary of Hypothesis Testing Result 
 
Goodness-of-fit statistics. Goodness-of-fit statistics assess the fit of a logistic model 
against actual outcomes. If chi-square goodness of fit is not significant, then the model 
has adequate fit. By the same token, if the test is significant, the model does not 
adequately fit the data. This test appears in two versions: a Pearson chi-square version 
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and a deviance chi-square version. The result is given in Table 19. The p values are all 
greater that 0.05, suggesting that the model was fit to the data well. 
 
 Chi-Square df Sig. 
Pearson 1024.805 1104 .957
Deviance 666.952 1104 1.000
 
Table 19 Goodness-of-Fit Result 
 
Three additional descriptive measures of goodness-of-fit are R2 indices, defined by Cox 
and Snell (1989), Nagelkerke (1991), and McFadden (1973), respectively. These indices 
are variations of the R2 concept defined for the OLS regression model. None, however, 
renders the meaning of variance explained. Therefore, these values can be treated as 
supplementary to other, more useful evaluative indices, such as the overall evaluation of 
the model, tests of individual regression coefficients, and the goodness-of-fit test 
statistics. The three R2 indices are given in Table 20. 
 




Table 20 Pseudo R2 
 
6.4 Assessing Control Variables 
Following Teo et al. (2003), beside the above mentioned full model, we examined also 
the theoretical model and the control model. The pseudo R2 for the three models is given 
in Table 21. The figures indicate that both the theoretical variables and control variables 
contribute to the variance. The individual predictor coefficients of the theoretical model 
and the control model are reported in Appendix 10. 
 
 Full Model Theoretical Model Control Model 
Cox and Snell 0.281 0.186 0.146 
Nagelkerke 0.304 0.201 0.158 
McFadden 0.127 0.079 0.061 
 
Table 21 Pseudo R2 for the Three Models Examined 
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A few control variables were found to be significant in the full model hypothesis testing. 
Communication apprehension was found to be positively related to the probability of 
instant messaging and SMS being chosen compared with face-to-face. This finding 
agrees with communication apprehension research that individuals with high 
communication apprehension tends to avoid oral communication (McCroskey 1977). 
Interpersonal relationship was found to be negatively related to the probability of SMS 
being chosen. The result suggests that when the interpersonal relationship of the 
communication dyad was perceived to be more close, face-to-face rather than SMS has a 
higher probability being chosen. This could be due to the fact that close friends can meet 
up face-to-face more often (either intentionally or serendipitously). Aligning with media 
richness theory (Daft et al. 1986), message complexity was found to be negatively related 
to the probability of SMS being chosen. An interesting finding is that males preferred 
face-to-face communication than SMS. A possible explanation could be generally males 




















Our research finding supported our arguments that media efficiency is positively related 
to the probability of communicator’s choice of it. A medium is preferred when the cost 
associated with using this medium to get in touch with the receiver is relatively smaller 
than other media. Our hypotheses on relational communication’s effect on media choice 
were partially supported. The perceived other’s status valence of a message and the 
perceived love valence of a message had received adequate support of their effect on 
media choice. The more positive the perceived other’s status or love of a message, the 
more a nonverbal cue rich medium is preferred. 
 
Against to our expectation, the effect of perceived self status valence of a message on 
media choice was not supported. A possible explanation could be due to there are less 
conflicting interests for students than working people. Therefore, the students’ media 
choice decision may not be influenced by the perceived self status valence of a message. 
 
The interaction effect between the perceived self status valence of a message and the 
contextual balance (H5), the perceived other’s status valence of a message and the 
contextual balance (H6), and the perceived love valence of a message and the contextual 
balance (H7) were not supported. For the insignificant result of H5, one reason could be 
due to the nonsallient perceived self status message valence. For the insignificant results 
of H5, H6, and H7, two possible explanations could be shared by these three hypotheses. 
 
First, the respondents may be involved in communal relationships rather than exchange 
relationships. Clark and Mills (1979b) proposed that two kinds of relationships in which 
persons give benefits to one another are distinguished, exchange relationships and 
communal relationships. In an exchange relationship, members assume that benefits are 
given with the expectation of receiving a benefit in return. Communal relationship 
describes relationships in which each person has a concern for the welfare of the other. 
Work relationship is a typical example on exchange relationship. Family member 
relationship, romantic relationship, and friendship exemplify communal relationship. 
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Despite the fact that friendships may develop and flourish at work, relationships at work 
are probably in most cases primarily exchange relationships, in which reciprocity is 
expected and required (Mills et al. 1982). The interpersonal relationship concept we 
derived from social exchange theory shares similar assumption with exchange 
relationship. 
 
In relationships at work concerns of reciprocity are of paramount importance. Friends or 
family members could be in communal relationships, while relationships at work are 
probably in most cases primarily exchange relationships, in which reciprocity is expected 
and required (Buunk et al. 1993; Mills et al. 1982). The interpersonal relationship 
between undergraduates could be more communal than exchange.  This is because the 
perceived cost for choosing an inappropriate medium is lower for students than working 
people. Also, the perceived benefit for choosing an appropriate medium is lower than 
working people. When the perceived cost and benefit are relatively low, students are able 
to accept the other as a person, to be concerned with the well-being of the other, and to 
take care of the other without extrinsic rewards ((Clark et al. 1979a)). Individuals are able 
to tolerate to certain extent of the temporary imbalance in the exchange process and this 
temporary imbalance corresponds to our conceptualization of contextual balance. 
Therefore, even if the sender is indebted or the communication partner is indebted, the 
tolerance of the temporary imbalance may still lead to no effect on the interaction 
between contextual balance and social motivations. 
 
Second, the non support result could be also due to the nature of the student subjects. 
People live in social groups. It is claimed that groups may be peculiarly unimportant to an 
individual undergraduate filling out a questionnaire in an artificial laboratory situation 
(Sears 1986). Partly, life stage plays a role here. Adolescents’ dependency on their peer 
groups is well known, but their group affiliations are in fact notoriously unstable and 
changeable and provide very little of the long-term social support and anchorage for their 
judgments and attitudes that they do for more mature individuals. People prove to be 
increasingly able, as they get older, to assemble attitudinally supportive family, work, and 
friendship groups (Berelson et al. 1954; Newcomb et al. 1967). Furthermore, college 
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students may be even less thoroughly tied to stable primary groups than are other late 
adolescents because they are more likely to have become detached from the groups of 
their earlier life, and they have not yet become fully embedded in the group relationships 
of their adulthood, such as in marriage, the workplace, neighborhood, or in recreational, 
fraternal, and solidarity groups. If individual undergraduates do not value the group 
relationship as the adults do, they may not value the interpersonal relationship with the 
communication partner and consequently be less motivated to conduct relational 
communication given the volatile relationship with the communication partner. 
Comparatively, working adults are more motivated to develop long-term relationship 
which involves intensive relational communication. Therefore, the proposed interaction 
effect between contextual balance and social motivations could be more salient to 
working adults rather than undergraduates. 
 
Moreover, late adolescents are considerable more egocentric and preoccupied with their 
own needs and desires, often overwhelmed by their own emotions, and less empathic 
with others they are likely to be later in life (Sears 1986). Compared with working adults, 
late adolescents could be less willingly to sacrifice the connection establishing cost and 
message delivering cost through a certain medium. When they value the relationship less 
and value the cost more, they could be less motivated to promote self status, to promote 














8.1 Theoretical Contribution 
The theoretical contribution of this paper is multifold. First, we emphasize on the 
influence of relational communication on media choice. Our research findings align with 
Sheer and Chen (2004) that in determining individuals’ media choice behavior, relational 
communicative goals are as important as informational communicative goals, especially 
when the relational communicative goals involving promoting other’s status and showing 
love and affectionate. 
 
Second, we integrate resource theory and social exchange theory to identify what are the 
social motivations and how these social motivations affect media choice decision. Based 
on the interpretation of interpersonal relationships from resource exchange perspective, 
the motivation of the communicator in relational communication is better investigated. 
 
Third, we incorporate the norm of reciprocity to investigate how the contextual balance 
or temporary imbalance affect the communicator’s motivation for relational 
communication. In organizational setting, reciprocity is a better predictor for the 
interpersonal relationship. By incorporating the reciprocity relationship, we offer more 
insights to understand the communicator’s motivation for relational communication. 
 
Fourth, we distinguish verbal and nonverbal behavior in dyadic communication and 
predict that individuals prefer a nonverbal cue rich media for positive relational message 
and prefer a nonverbal cue lean media for negative relational message. Finally, we 
provide an illustrating example in using multinomial logistic regression to analyze media 
choice behavior. 
 
8.2 Practical Contribution 
Modern organizations have been using computer-mediated communication systems on 
cost saving. Electronic communication is believed to change organization forms, virtual 
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organization and virtual teams, and the latter two have been identified as the emerging 
trend (Fulk et al. 1995a). However, empirical study showed that the increasing use of 
electronic mail had led to the decreasing of casual conversation, which in turn caused 
fewer chances to build interpersonal trust (Sarbaugh-Thompson et al. 1998). Our research 
findings support our arguments nonverbal cues rich media (e.g. face-to-face) are 
preferred for relational communication. Even though nowadays technology has made 
pure virtual organization possible, we call for the uniqueness of face-to-face 
communication and it cannot be totally substituted. Trust building is achieved in the 
interpersonal communication process and this process is an important factor for effective 
and efficient organizational performance (Handy 1995). Thus, we hope our study could 
shed light on the managers’ decision on appropriate uses of computer-mediated 
communication systems. 
 
8.3 Limitations and Future Research 
A few research limitations and directions for future research are discussed here. First, the 
sample pool of undergraduate students recruited for this study restricts the external 
validity of our empirical findings to media choice in organizational settings. Though we 
had already designed tailored vignettes for the undergraduate respondents, future 
investigations are still necessary to replicate and verify our empirical results for media 
choice behavior in organizational settings. Second, the vignettes design in our research 
methodology may not be able to perfectly reflect the real life scenario. To further 
improve the data quality, diary method could be explored in which individual respondent 
is asked to log their daily interpersonal communication media choice for a period of time. 
Third, as a few control variables were found to be significant in our empirical findings 
(e.g. gender, relationship, communication apprehension), the interaction effect between 
these variables and the proposed theoretical variables could be examined. Finally, besides 
norm of reciprocity studied in this research, power could also have an interaction effect 
with social motivations on media choice. As individual who is in power-advantage 
position values punishment more than individuals who is in power-disadvantage position 
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(Molm 1991), the media choice behavior between different power position dyads (e.g. 
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Appendix 1 Problems with Media Richness Theory 
 
Carlson and Davis (1998) ascribed the inconsistent finding of media richness theory to 
three-fold: (1) inaccurate placement of email on the media richness scale, (2) the 
differences in the importance of some criteria in different situations, and (3) evolving 
understanding about how to use the media. Based on their rationale and other researchers’ 
arguments, we summarize the causes for previous inconsistent results in the following 
three aspects. 
 
The first explanation is the inappropriateness of definition on “richness” with the 
emergence of new communication media. Face-to-face communication is considered to 
be the richest and the most capable medium compared with others. Culnan and Markus 
(1987) refer media richness theories as “cues filtered out”, since they rank all media by 
the number of cues available in relation to face-to-face communication. This scheme may 
rank traditional media quite well; however, the same criteria may not be applicable to 
rank new media. The peak point of the discussion is the placement of electronic mail. 
Email is widely adopted as a representative of new medium, which “uses computer text 
processing and communication tools to provide a high speed information exchange 
service” [p. 1493] (Sproull et al. 1986). Email is an asynchronous medium that allows 
people to communicate even they are not physically proximate (Sarbaugh-Thompson et 
al. 1998). However, email fails to provide immediacy of feedback required by media 
richness theory, suggesting it is relatively low in richness. The use of computer and 
network technology makes it much faster than written documents (Sproull et al. 1986; 
Trevino et al. 1987). Thus, most researchers perceive it as a lean medium and rank it 
somewhere between telephone and written documents based on media richness theory 
(Huber et al. 1987; Trevino et al. 1990b; Trevino et al. 1987). Nevertheless, media 
richness theory ignored the new capabilities email offered, multiple addressability and 
externally recorded and computer-processable memory (Markus 1994; Sproull 1991). 
These two attributes are plausibly associated with organizational communication 
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effectiveness and individuals’ decision making on media selection (Culnan et al. 1987; 
Huber 1990; Sproull et al. 1991). This explanation, then, implies that the definition of 
“richness” in media richness theory, without the capabilities offered by new media, is 
inaccurate for new communication media. 
 
The second reason explaining these conflicting results are the limited scope to predict 
media selection behaviors defined by media richness theory. Media richness theory 
argues that only task equivocality is associated with individuals’ media choice behavior. 
Previous research has found evidence to support media richness theory’s prediction when 
task is high in equivocality, and the influence of task equivocality supersede the effects of 
other variables such as individual differences (Trevino et al. 1990b). However, when 
individuals want to communicate less equivocal task, they will have a wider range of 
selection, since every medium is capable to accomplish the mission. Carlson (Carlson 
1993) showed evidence, on the contrary of media richness theory, that managers perform 
tasks that normally require lean media with rich media (Carlson et al. 1998). Other 
factors, such as organizational levels (Markus 1994),  or individual differences (Trevino 
et al. 1990b) come into play when task is low in equivocality. Other researchers have also 
criticized media richness theory for not considering situational factors (Markus 1987). In 
addition, the unidimensionality of task equivocality, one of the basic assumptions made 
by Daft and Lengel, was also challenged (D'Ambra et al. 1998). D’Ambra et al. found 
perceived task equivocality might not be unidmensional. These discussions suggest that 
the scope of predictors in media richness theory is incomplete; hence, the influences from 
other factors are not included. 
 
Third, perceptions from different users of a certain medium vary. Some users may 
communicate an equivocal message by a lean medium, while others always perceive that 
medium lean. Media richness theory can be understood as an individual-level rational 
choice model (Markus 1994). Rational choice model posits that people are believed to act 
based on their perceptions, and thus perceptions and behaviors are expected to 
correspond (Markus 1994; Pfeffer 1982). Therefore, behaviors are implicitly 
correspondent with perceptions. In this particular case, individuals’ media choice 
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behaviors are caused by their media perceptions. “Understanding how individuals 
develop perceptions about a channel is an important component of understanding the 
selection process,” [p.154] (Carlson et al. 1999). However, perceptions are subject to 
many distortions and biases. Research finds that communication partners are not passive 
information receivers, but active actors who process and decode the delivered message 
(Ngwenyama et al. 1997). Thus, communication partner will affect users’ medium 
perception. The study of Kraut et al. (1998) demonstrated that other people’s behavior 
influences adoption and use through medium perception. Carlson and Zmud further posit 
that users’ perception of a communication channel will be affected by individual’s 
experience with the media, communication partner, messaging topic, organizational 
context, and perceived social influence (Carlson et al. 1994; Carlson et al. 1999). These 
research studies imply that users’ media perception difference can also be explained by 
an understanding of media use rather than usual technology adoption (Carlson et al. 1998; 
Orlikowski 1992; Poole et al. 1990). This area of investigation leads to social interaction 
theories, trying to address the problems caused by media richness theory. 
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Appendix 2 Summary of Factors Affect Media Choice Adapted from 
Carlson and Davis (1998) 
Variables Article 
Individual difference Trevino, Lengel, Bondensteiner, Gerloff, Muir(1990a) 
Perceived attitudes and behavior of 
communication partners Fulk, Schmitz, Ryu (1995b) 
Geographic dispersion Trevino, Lengel, and Daft (1987) 
Media experience 
 
Rice, Kraut, Cool, and Fish (1994) 
Carlson and Zmud  (1994; 1999) 
Social Influences 
 
Schmitz and Fulk (1991) 
Dean and Brass (1985) 
Job categories Rice and Shook (1990) 
Organizational levels Zmud, Lind, and Young (1990) 
 Jones, Saunders, and McLeod (1988-1989) 
 Fulk, Schmitz, Ryu (1995b) 
 Markus (1994) 
Social context Zack and McKenney (1995) 
 Rice, Kraut, Cool, and Fish (1994) 
 Fulk, Schmitz, Ryu (1995b) 
Task Steinfield (1985) 
Socio-emotional content Steinfield (1985) 
 Rice and Love (1987) 
Information quality Zmud (1978) 
 Zmud, Lind, and Young (1990) 
 O’Reilly (1982) 
Access quality Swanson (1987) 
 O’Reilly (1982) 
 Culnan (1983; 1984) 
 Zmud, Lind, and Young (1990) 
Media richness Schmitz and Fulk (1991) 
 Markus (1994) 
 Rice (1992) 
 Rice, Kraut, Cool, and Fish (1994) 
Message equivocality Daft, Lengel, and Trevino (1987) 
Symbolic cues provided by media Trevino, Lengel, and Daft (1987) 
Environmental task complexity Culnan (1983) 
Ease of use Culnan (1984) 
 Adams, Nelson, and Todd (1992) 
Time Trevino, Lengel, and Daft (1987) 
 Rice, Kraut, Cool, and Fish (1994) 
 Walther (1995) 
Relevancy Zmud (1978) 
Stage of decision making Jones, Saunders, and McLeod (1988-1989) 
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Feedback Zmud, Lind, and Young (1990) 
Receivers’ attention and motivation Robert and Dennis (2005) 
Receivers’ ability to process Robert and Dennis (2005) 
Communication process Dennis and Valacich (1999) 
Recipient availability Straub and Karahanna (1998) 
Task urgency Straub and Karahanna (1998) 
 Picot, Klingenberg, and Kranzle (1982) 
Message form Te’eni (2001) 
Communicative goals Sheer and Chen (2004) 
Message valence Sheer and Chen (2004) 
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Appendix 3 Summary of Organizational Communication Theories 
Relevant to CMC Adapted from Kock (2004) 
Theory Key Proposition(s) 





Organizational effectiveness could be improved by matching 
medium characteristics (immediacy of feedback, language variety, 
multiplicity of cues, personalization) to the needs of organizational 
information processing tasks (reduce uncertainty and equivocality) 






Contextual factors such as physical separation might constrain the 
choice of media available, making it necessary to use media that 
may not be the most appropriate for a given communication 
interaction. The choice of a medium may be also be driven by its 
symbolic value within a given social context (Trevino et al. 1990b) 






Media use behavior is influenced by a variety of factors and is 
subject to social influence. Coworkers influence each other’s 
media perceptions directly by discussing media and indirectly by 
making judgments about and interpreting different actions and 
events in the organizations in connection with the use of different 






Communication media users actively coconstruct meanings of 
messages they receive. Not all communication is necessarily 
preplanned or has predictable outcomes; it will always be 










Communication technologies have two aspects: the “spirit,” or the 
intent of the technology in promoting certain objectives and 
attitudes, such as democratic decision making, and the specific 
structural features designed to implement the spirit, such as 
anonymity in group decision-support systems. Structural features, 
although designed to promote the spirit, are independent of the 
spirit, and their use by different groups may vary considerably 
(Poole et al. 1990). 
Gains and losses model 
For many group tasks, gains outweigh losses when computers are 
used to support communication in task-oriented groups. For 
example, more ideas per unit of time (e.g., per hour) are 
generated in a meeting supported by a group decision-support 
system than an equivalent face-to-face meeting, because the 
system allows group members to contribute ideas without having 







Communication genres in organizations—such as the memo, the 
report, and the meeting—are viewed as social institutions that 
both shape and are shaped by individuals’ communicative 
behavior. A genre may encapsulate the communication medium 
used and also expand into other media, like the use of memos in 
e-mail (Yates et al. 1992). 
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CMC media users, as users of other media, are driven to develop 
social relationships. Even though computer-based communication 
media have schemas inherent limitations, users can adapt to 
them and effectively develop normal interpersonal relations, 
usually over a longer period of time than face-to-face or through 
face-to-face-like media (Walther 1992; Walther 1996). 





Recipients of messages are active producers of meaning. In 
interacting with media such as e-mail, users transform data into 
information they find schemas meaningful, based on their existing 
mental schemas. Users engage in a social construction of reality 








Better group task outcomes are possible with the use of “lean” 
media like e-mail as group members adapt their behavior toward 
technology in a compensatory way. Users of “lean” media 
generally tend to make more elaborate and better-quality verbal 
contributions in electronic meetings than they would in face-to-
face meetings (Kock 1998; Kock 2001). 
Task-technology fit 
theory 
The type of task and the characteristics of a CMC technology should 
present a high level of “fit” to enhance group performance. There 
are five main task types: simple tasks, problem tasks, decision 
tasks, judgment tasks, and fuzzy tasks. CMC tools are classified 
according to three key dimensions: communication support, 




Certain experiences of media users are important in shaping their 
media richness perceptions, namely experience with the medium, 
experience with processing schemas the messaging topic, 
experience with the organizational context, and experience with 
communication coparticipants. Through these experiences users 
develop associated social information-processing schema bases 
that may more effectively encode and decode “rich” messages 
(Carlson et al. 1999) 







Communications media vary in their degree of Social Presence and 
that these variations are important in determining the way 
individuals interact. A medium’s effectiveness is determined by its 
capability to communicate the character of the relationship 
between the sender and the receiver, which is defined as 
sociability, personalness, warmth, and sensitivity (Short et al. 
1976). 
Critical mass theory 
The use of communication media, such as telephone and electronic 
mail, involves more than one person behaving interdependently – 
a communication initiator cannot successfully complete the 
communication unless the intended recipients use these media 
also. Individuals’ media choice behavior must be considered in 











Communication effectiveness is determined by matching the media 
capabilities (immediacy of feedback, symbol variety, parallelism, 
rehearsability, and reprocessability) to the needs of the 
fundamental communication processes (conveyance and 







Organizational communication process includes three parts: (1) 
inputs to the communication process; (2) a cognitive-affective 
process of communication; and (3) the communication impact on 
action and relationship. This model can help guide the design and 







Human communication is purposeful or goal-oriented, and generally 
three types of goals are involved: instrumental, relational, and 
self-presentational. All communication goals are important in 
manager-subordinate interactions, and become even more 







Communication is a cognitive process. In order for individuals to 
process messages, they have to be motivated and have the 
capability to process it. High degree of social presence induces 
increased motivation but reduced the time for receivers to 
process, and consequently reduced their ability to process the 








Based on Darwin’s theory of evolution by natural selection, 
“naturalness” of a communication medium is positively related to 
the “cognitive effort” required from an individual engaged in a 
communication interaction using that medium. All human beings 
favor face-to-face communication decided by our genes and in 
case of its unavailability, media that are more similar to face-to-
face communication in terms of naturalness is preferred. 
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Appendix 4 A Sample Questionnaire 
Purpose: This is an academic survey on communication behavior. Your information will be kept 
strictly confidential. 
Definition: In this survey, communication refers NOT ONLY face to face (F2F) talk, but also the 
use of cellphone, email, fixed phone, instant messaging (IM), and SMS. We call them 
communication media. Communication can be one-way (e.g., you tell/ask somebody something) 
or two-way (e.g., discussion). 
 
Section 1 
1. Please provide the following information 
 
2. Please circle the number that best describes you: 
 
2.1 While participating in a conversation with a new acquaintance, I feel nervous. 
1 2 3 4 5 6 7 
Strongly Disagree    Strongly Agree
 
2.2 I consider myself to be the silent type. 
1 2 3 4 5 6 7 
Strongly Disagree    Strongly Agree
 
2.3 When I’m with other people, I often have difficulty thinking of the right things to talk about. 
1 2 3 4 5 6 7 
Strongly Disagree    Strongly Agree
 
Email address:  
Age: 
□ < 20           □ 20–25          □ 26–30 
□ > 30 
Gender: □ Male            □ Female 
Nationality: 
□ Singapore    □ China          □ India 
□ Malaysia      □ Indonesia    □ Vietnam 
□ Other:_______ 
Faculty: □ SOC            □ Other:_____ 
Education: □ Undergraduate                   □ Postgraduate 
Year of study: 
□ Year 1         □ Year 2         □ Year 3 
□ Year 4         □ Year 5         □ Other:_____ 
Do you have a cell phone? □ Yes             □ No 
Do you usually carry a notebook computer at 




1. Please list 6 other students you know. They should be students who are still in the university. 
They can be any students you know in various courses or student activities. List their names 
(you can use nick names, real name is not required) in the following table: 
 
 Student Names  Student Names 
Person 1  Person 4  
Person 2  Person 5  
Person 3  Person 6  
 
2. In the following questions, we will focus on Person 1 whose name is (copy his/her name 
here) ___________. Answer the following questions regarding him/her: 
 
His/her age: 
□ < 20           □ 20–25          □ 25–30 
□ > 30 
Gender: □ Male            □ Female 
Nationality: 
□ Singapore    □ China          □ India 
□ Malaysia      □ Indonesia    □ Vietnam 
□ Other:_____ 
□ Don’t know  
Faculty: 
□ SOC              
□ Other:_______ 
□ Don’t know 
Education: □ Undergraduate                   □ Postgraduate 
Year of study: 
□ Year 1          □ Year 2         □ Year 3 
□ Year 4        □ Year 5       □ Other:_____ 
□ Don’t know 
Person 1 stays at: 
□ Same apartment as I (we are roommates) 
□ Same block 
□ Same area, within walking distance 
□ Another place, and I need to take ______   
minutes to get there (by public transportation 
or driving) 
□ Don’t know 
How long have you known Person 1? 
□ < 6 months,             □ 6 months – 1 year 
□ 1 year – 1.5 years,    □ 1.5 year – 2 years 
□ 2 year – 2.5 years     □ 2.5 year – 3 years 
□ > 3 years 
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Without intentional scheduling, how many 
times do you bump into (or see) Person 1 
every month this semester? 
□ < 1 time                      □ 1 – 5 times 
□ 6 – 10 times            □ 11 – 15 times  
□ 16 – 20 times               □ 21 – 25 times 
□ >25 times 
Please rank the different ways you usually 
communicate with Person 1  in terms of 
frequency with a number between 1 and 6 
(inclusive): 
1 – most frequent, 2 – second most frequent 
3 – third most frequent, 4- forth most frequent 
5 – fifth most frequent, 6 – least frequent 
__ Face-to-face 
__ Phone/cell phone 
__ SMS 
__ Email 
__ Instant messaging 
__ Other:________ 
Usually, where are you at 10:30 am Monday 
morning in this semester? 
□ In a class            □ At home 
□ On campus, but not in a class 
□ Other place: ________ 
Usually, where is Person 1 at 10:30 am 
Monday morning in this semester? 
□ In a class            □ At home 
□ On campus, but not in a class 
□ Other place: ________ 




3. Regarding your relationship with Person 1: 
 
3.1 We are ___ to each other. 
1 2 3 4 5 6 7 
Just acquaintances    Close friends
 
3.2 I feel ___ to share my personal issues with him/her. 
1 2 3 4 5 6 7 
Very uneasy     Very Easy
 
3.3 We often help each other out, even if that means a lot of extra work for us. 
1 2 3 4 5 6 7 
Strongly Disagree    Strongly Agree
 
3.4 Between you and Person 1, who has invested more time, effort and resource in the 
relationship? 
-3 -2 -1 0 1 2 3 
He/she has invested more  Equally  I have invested more
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3.5 In the relationship between you and Person 1, who owes to whom? 
-3 -2 -1 0 1 2 3 
I owe more to him/her  Equally  He/she owes more to me
 
3.6 In the relationship between you and Person 1, you feel: 
1 2 3 4 5 6 7 
He/she has invested too much Equal  I have invested too much
 
3.7 Between you and Person 1, who has more power to affect the other party’s future? 
-3 -2 -1 0 1 2 3 
He/she has more power  Equal  I have more power
 
3.8 Between you and Person 1, who has more power to command the other party to do 
something? 
-3 -2 -1 0 1 2 3 
He/she has more power  Equal  I have more power
 
3.9 Overall, who has more power in your relationships? 
-3 -2 -1 0 1 2 3 




4. If you are to communicate with Person 1 at 10:30 am when you are at your usual place, 
please answer the following questions: 
 
Considering the time and effort you need to locate Person 1 (e.g., go to another place, find out 
his/her email, phone number, and whereabouts), the effort to prepare the message, and the 
circumstance which might not allow you to gain access to and use certain medium easily, rate 






     Very 
convenient
Face-to-Face □ -3 -2 -1 0 1 2 3 
Phone □ -3 -2 -1 0 1 2 3 
SMS □ -3 -2 -1 0 1 2 3 
Email □ -3 -2 -1 0 1 2 3 
Instant 
Messaging 
□ -3 -2 -1 0 1 2 3 
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How convenient it will be for Person 1 to gain access to the communication medium and 










Face-to-Face □ -3 -2 -1 0 1 2 3 □ 
Phone □ -3 -2 -1 0 1 2 3 □ 
SMS □ -3 -2 -1 0 1 2 3 □ 
Email □ -3 -2 -1 0 1 2 3 □ 
Instant 
Messaging 





Still focusing on Person 1, now let’s assume you and Person 1 are working on the same project 
for a major course this semester. In the following session, we will describe a situation when you 
need to talk to Person 1 during the progress of the project. 
 
3. Scenario Description 
GE2350 is one of your major courses. This course requires students to form two-person groups 
for the term project which accounts for 60% of the course grade. You have formed a group with 
Person 1 since the beginning of this semester. It is now close to the end of the semester. 75% 
percent of the project work is contributed by you. Person 1 has contributed relatively less. Some 
major work still needs to be done to complete the project. 
 
4. Communication Task 
With effort, you have solved the toughest problem in the remaining part of the project. It is 
10:30 am Monday morning and you are at your usual place. You need to leave for another 
country for a two-week exchange program in 12 hours. You want to just inform Person1 and tell 
him/her “I have solved the toughest problem”, but you do not plan to explain the details involved 
in problem-solving at this moment. 
 
In this situation, considering both how and when you will communicate, you are most likely to 
communicate: 
Choose a medium (only ONE): Choose a time 
□ Face-to-face 
□ Phone/cell phone 
□ SMS 
□ Email 
□ Instant messaging 
□ Other:________ 
□ Immediately 
□ Sometime later: ________ 
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Regarding the communication task, please answer the following questions:  
 
4.1 In this project, you would think: 
-3 -2 -1 0 1 2 3 
He/she has made a big 
contribution  Equal  
I have made a big 
contribution
 
4.2 The communication task needs immediate action. 
1 2 3 4 5 6 7 
Strongly Disagree  Neutral  Strongly Agree
 
4.3 The message is ___. 
1 2 3 4 5 6 7 
Simple   average   Complex 
 
4.4 The message is ___. 
1 2 3 4 5 6 7 
Easy to explain  average  Difficult to explain
 
4.5 The message is ___. 
1 2 3 4 5 6 7 
Clear   average   Ambiguous 
 
4.6 This communication would ___ your personal image. 
-3 -2 -1 0 1 2 3 
Greatly decrease  Greatly increase
 
4.7 This communication would ___ Person 1’s recognition of your accomplishment. 
-3 -2 -1 0 1 2 3 
Greatly decrease  Greatly increase
 
4.8 This communication would make you ___ to be appreciated as an important person in the 
task. 
-3 -2 -1 0 1 2 3 
Much unlikely    Much likely
 
4.9 This communication ___ Person 1’s confidence in your abilities. 
-3 -2 -1 0 1 2 3 
Decreases      Increases 
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4.10 This communication ___ increase the closeness and senses of belonging between you 
and Person 1. 
1 2 3 4 5 6 7 
Can hardly    Can strongly
 
4.11 The message in the communication is ____ an expression of friendliness and affection. 
1 2 3 4 5 6 7 
Hardly      Surely 
 
4.12 The message in the communication ___ conveys warmth and tenderness. 
1 2 3 4 5 6 7 
Hardly      Strongly 
 
4.13 Person 1 would interpret this communication as ___ his/her personal image. 
-3 -2 -1 0 1 2 3 
Greatly decreasing    Greatly increasing
 
4.14 Person 1 would interpret this communication as a/an ___ recognition of his/her 
accomplishment. 
-3 -2 -1 0 1 2 3 
Decreased      Increased 
 
4.15 In this communication, Person 1 would consider him/her ___ to be appreciated as an 
important person in the task. 
-3 -2 -1 0 1 2 3 
More unlikely    More likely
 
4.16 This communication ___ Person 1’s confidence in his/her own abilities. 
-3 -2 -1 0 1 2 3 





If you chose to communicate with Person 1 at a later time, based on the same convenience 
criteria (i.e., ease to gain access to and use a medium, ease to locate the person, ease to 
prepare the message, and the circumstance), evaluate how convenient it is for you to start 






     Very 
convenient
Face-to-Face □ -3 -2 -1 0 1 2 3 
Phone □ -3 -2 -1 0 1 2 3 
SMS □ -3 -2 -1 0 1 2 3 
Email □ -3 -2 -1 0 1 2 3 
Instant 
Messaging 
□ -3 -2 -1 0 1 2 3 
 
 
Similarly, how convenient it will be for Person 1 to gain access to the communication medium 
and respond you if you start to contact him/her with the following medium in that circumstance 










Face-to-Face □ -3 -2 -1 0 1 2 3 □ 
Phone □ -3 -2 -1 0 1 2 3 □ 
SMS □ -3 -2 -1 0 1 2 3 □ 
Email □ -3 -2 -1 0 1 2 3 □ 
Instant 
Messaging 
□ -3 -2 -1 0 1 2 3 □ 
 
 
End of survey. Thank you! 
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Appendix 5 Questionnaire Items 
 
 
Construct Item Scale Reference 
While participating in a conversation with a new 
acquaintance, I feel nervous. 
Strongly disagree – Strongly agree Boorom et al. (1998) 
I consider myself to be the silent type. Strongly disagree – Strongly agree Scott et al. (1978) 
Communication 
Apprehension 
(CA1 – 3) 
When I’m with other people, I often have difficulty thinking 
of the right things to talk about. 
Strongly disagree – Strongly agree Scott et al. (1978) 
We are __ to each other. Just acquaintances – Close friends Wheeless (1978) 
I feel ___ to share my personal issues with him/her. Very uneasy – Very easy Self-develop 
Relationship Closeness 
(REL1 – 3) 
We often help each other out, even if that means a lot of 
extra work for us. 
Strongly disagree – Strongly agree Self-develop 
Between you and Person 1, who has invested more time, 
effort and resource in the relationship? 
He/she has invested more – I have 
invested more 
Bakker et al. (2000) 
In the relationship between you and Person 1, who owes 
to whom? 
I owe more to him/her – He/she 
owes more to me 
Bakker et al. (2000) 
General Balance 
(GB1 – 3) 
In the relationship between you and Person 1, you feel: He/she has invested too much – I 
have invested too much 
Bakker et al. (2000) 
Between you and Person 1, who has more power to affect 
the other party’s future? 
He/she has more power – I have 
more power 
Self-develop 
Between you and Person 1, who has more power to 
command the other party to do something? 




(POW1 – 3) 




In this project, you would think: He/she has made a big contribution 
– I have made a big contribution 
Bakker et al. (2000) 
Task Urgency (URG) The communication task needs immediate action. Strongly Disagree – Strongly Agree Self-develop 
The message is ___. Simple – Complex Dennis and Kinney 
(1998) 
The message is ___. Easy to Explain – Difficult to explain Self-develop 
Message Complexity 
(MCOM1 – 3) 
The message is ___. Clear – Ambiguous Dennis and Kinney 
(1998) 
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This communication would ___ your personal image. Greatly decrease – Greatly increase Retting et al (1993) 
This communication would ___ Person 1’s recognition of 
your accomplishment. 
Greatly decrease – Greatly increase Retting et al (1993) 
This communication would make you ___ to be appreciated 
as an important person in the task. 
Much unlikely – Much likely Retting et al (1993) 
Self Status 
(SS1 – 4) 
This communication ___ Person 1’s confidence in your 
abilities. 
Decreases – Increases Retting et al (1993) 
This communication ___ increase the closeness and senses 
of belonging between you and Person 1. 
Can hardly – Can strongly Retting et al (1993) 
The message in the communication is ____ an expression 
of friendliness and affection. 
Hardly – Surely Retting et al (1993) 
Love 
(LOV1 – 3) 
The message in the communication ___ conveys warmth 
and tenderness. 
Hardly – Strongly Retting et al (1993) 
Person 1 would interpret this communication as ___ 
his/her personal image. 
Greatly decreasing – Greatly 
increasing 
Retting et al (1993) 
Person 1 would interpret this communication as a/an ___ 
recognition of his/her accomplishment. 
Decreased – Increased Retting et al (1993) 
In this communication, Person 1 would consider him/her 
___ to be appreciated as an important person in the task. 
More unlikely – More likely Retting et al (1993) 
Other's Status 
(OS1 – 4) 
This communication ___ Person 1’s confidence in his/her 
own abilities. 
Decreases – Increases Retting et al (1993) 
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Appendix 6 Descriptive Statistics 
 



















































Cambodia  1 0.3
China  45 15.3
India  32 10.9
Indonesia  7 2.4
Malaysia  32 10.9
Myanmar  1 0.3
Other 1 0.3
Pakistan  13 4.4
Philippine 1 0.3
Singapore  118 40.1
Srilanka 1 0.3
Taiwan  1 0.3


















































13. Receiver Nationality 
 
 Frequency Percentage
Brunei  1 0.3
China  41 13.9
Denmark  1 0.3
French 1 0.3
Hong Kong  1 0.3
India  32 10.9
Indonesia  9 3.1
Malaysia  28 9.5
Other 1 0.3
Pakistan  13 4.4
Singapore  136 46.3
Srilanka 2 0.7
Vietnam  28 9.5
Total 294 100
 











Political Science 1 0.3





















Don’t Know 3 1
Total 294 100
 
17. Where does the receiver stay? 
 
 Frequency Percentage
Same room 15 5.1
Same area, within walking 
distance 99 33.7
Same block 29 9.9
Don’t Know 30 10.2
Another place 121 41.1
Total 294 100
 
18. How long have you known receiver? 
 
 Frequency Percentage
<6 months 70 23.8
>3 years 55 18.7 
1-1.5 years 37 12.6 
1.5-2 years 19 6.5 
2-2.5 years 20 6.8 
2.5-3 years 11 3.7











19. How many times do you see receiver every month this semester? 
 
 Frequency Percentage 









20. Rank the different ways usually communication with receiver in terms of frequency 
with a number between 1 and 6 (inclusive), where 1 – most frequent and 6 – least 
frequent. 
 











b. Rank of phone/cellphone frequency 
 
 Frequency Percentage









c. Rank of SMS frequency 
 
 Frequency Percentage









d. Rank of email frequency 
 
 Frequency Percentage









e. Rank of instant messaging frequency 
 
 Frequency Percentage









f. Rank of other frequency 
 
 Frequency Percentage
  1 0.3
1 2 0.7
2 2 0.7




6 (friend) 1 0.3
6 (Letter) 1 0.3
6 (Mail) 1 0.3
Total 294 100
 
21. The respondent’s usual location at the assigned time 
 
 Frequency Percentage


























Squares df Mean Square F Sig. 
Between Groups 19.380 2 9.690 10.543 .000 
Within Groups 135.112 147 .919    
Total 154.492 149     
 
Other’s Status  
  
Sum of 
Squares df Mean Square F Sig. 
Between Groups 46.414 2 23.207 40.107 .000 
Within Groups 81.586 141 .579    





Squares df Mean Square F Sig. 
Between Groups 19.862 1 19.862 15.423 .000 
Within Groups 121.053 94 1.288    
Total 140.916 95     
 
 Contextual Balance 
  
Sum of 
Squares df Mean Square F Sig. 
Between Groups 479.085 1 479.085 339.854 .000 
Within Groups 411.626 292 1.410    






Squares df Mean Square F Sig. 
Between Groups 3.308 1 3.308 1.997 .159 
Within Groups 483.713 292 1.657    
Total 487.020 293     
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Appendix 8 Variation Check for Message Complexity 
 
Dummy variables (X1-X5) are created to represent 6 different scenarios. The coding 
scheme is shown below. 
 X1 X2 X3 X4 X6 
SSHi 0 0 0 0 1 
SSLo 0 0 0 1 0 
OSHi 0 0 1 0 0 
OSLo 0 1 0 0 0 
Love 1 0 0 0 0 
Neutral 0 0 0 0 0 
 
 
The regression result is shown. X2 and X4 are significant, indicating that SSLo and 







Coefficients t Sig. 
Model   B Std. Error Beta B Std. Error 
(Constant) 3.083 .173  17.807 .000 
X1 -.389 .245 -.114 -1.588 .113 
X2 .854 .245 .251 3.488 .001 
X3 .111 .245 .033 .454 .650 
X4 .715 .245 .210 2.921 .004 
1 
X5 .151 .238 .046 .635 .526 
a  Dependent Variable: AVG_MCOM 
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Appendix 9 Exploratory Factor Analysis Results 
 
Step 1: Initial principle component analysis result 
 
Component Initial Eigenvalues 
  Total % of Variance Cumulative % 
1 4.650 17.883 17.883
2 2.775 10.673 28.556
3 2.357 9.065 37.621
4 2.123 8.165 45.787
5 2.055 7.904 53.690
6 1.768 6.801 60.491
7 1.305 5.017 65.509
8 1.080 4.153 69.662
9 .987 3.795 73.457
10 .704 2.707 76.164
11 .676 2.601 78.765
12 .592 2.278 81.042
13 .552 2.123 83.166
14 .519 1.995 85.160
15 .450 1.729 86.889
16 .429 1.650 88.539
17 .406 1.563 90.103
18 .405 1.557 91.660
19 .349 1.344 93.004
20 .339 1.306 94.309
21 .316 1.214 95.524
22 .297 1.141 96.665
23 .274 1.053 97.718
24 .229 .881 98.598
25 .205 .789 99.387
26 .159 .613 100.000
















Step 2: 9 components were extracted 
 
 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 














 1 2 3 4 5 6 7 8 9 
CA1   .797 
CA2   .831 
CA3   .807 
REL1   .893  
REL2   .854  
REL3   .870  
GB1    .673
GB2    .931
GB3    .884
POW1   .856  
POW2   .896  
POW3   .894  
MCOM1   .811  
MCOM2   .893  
MCOM3   .752  
SS1 .752   
SS2 .812   
SS3 .857   
SS4 .794   
LOV1   .627  
LOV2   .832  
LOV3   .826  
OS1  .747  
OS2  .801  
OS3  .794  
OS4  .770  
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Step 3: Principle component analysis results after GB2 is dropped 
 
Component Initial Eigenvalues 
  Total % of Variance Cumulative % 
1 4.638 18.550 18.550
2 2.757 11.027 29.578
3 2.357 9.427 39.005
4 2.118 8.474 47.478
5 2.055 8.219 55.698
6 1.757 7.029 62.727
7 1.265 5.061 67.787
8 .999 3.995 71.782
9 .708 2.832 74.614
10 .688 2.751 77.365
11 .632 2.526 79.891
12 .582 2.327 82.218
13 .522 2.087 84.304
14 .467 1.868 86.173
15 .436 1.746 87.918
16 .416 1.662 89.581
17 .405 1.621 91.202
18 .354 1.416 92.618
19 .340 1.359 93.977
20 .334 1.335 95.312
21 .298 1.191 96.504
22 .275 1.099 97.603
23 .232 .928 98.531
24 .207 .830 99.361



















Step 4: 8 components were extracted 
 
Component 
 1 2 3 4 5 6 7 8 
CA1   .798 
CA2   .830 
CA3   .807 
REL1  .891   
REL2  .853   
REL3  .873   
GB1    .737
GB3    .850
POW1  .854   
POW2  .896   
POW3  .895   
MCOM1  .814   
MCOM2  .894   
MCOM3  .747   
SS1 .749    
SS2 .814    
SS3 .856    
SS4 .791    
LOV1  .621  
LOV2  .833  
LOV3  .830  
OS1 .748   
OS2 .802   
OS3 .794   
OS4 .769   
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Appendix 10 Multicollinearity Results 
 
1. Variation Inflation Factor (VIF)  
Coefficientsa
4.429 .562 7.883 .000
-.181 .069 -.150 -2.623 .009 .913 1.095
-.184 .056 -.183 -3.289 .001 .970 1.031
-.041 .113 -.021 -.361 .719 .914 1.094
-.008 .119 -.004 -.066 .948 .893 1.120
.146 .068 .120 2.129 .034 .948 1.055
.074 .102 .046 .723 .470 .725 1.379
-.204 .087 -.158 -2.340 .020 .661 1.513
-.299 .115 -.169 -2.594 .010 .703 1.422



















t Sig. Tolerance VIF
Collinearity Statistics




2. Condition Index 
Collinearity Diagnosticsa
5.394 1.000 .00 .00 .00 .00 .00 .00 .00 .00 .01 .00
1.271 2.060 .00 .00 .00 .12 .24 .00 .08 .00 .00 .19
1.136 2.179 .00 .00 .00 .34 .08 .00 .06 .00 .01 .24
.867 2.494 .00 .00 .01 .14 .10 .00 .22 .00 .08 .17
.681 2.815 .00 .00 .00 .35 .54 .00 .18 .00 .06 .00
.380 3.766 .00 .00 .00 .01 .01 .00 .31 .00 .67 .38
.134 6.355 .00 .05 .85 .00 .00 .02 .03 .02 .01 .01
.081 8.150 .00 .20 .02 .03 .00 .70 .00 .01 .04 .00
.040 11.645 .00 .43 .00 .00 .01 .08 .10 .71 .10 .00


























Appendix 11 Individual Predictors Coefficients 
 
1. Theoretical Model 
 
 Phone/cellphone  Instant Messaging  Email  SMS 
Predictor Coef. S.E.  Coef. S.E.  Coef. S.E.  Coef. S.E. 
F2F Cost .049 .071  -.168 .195  -.098 .156  .974 .805 
Phone Cost .030 .105  -.156 .258  -.022 .222  -.059 .085 
SMS Cost .156 .128  .445 .484  .080 .296  .044 .123 
Email Cost -.040 .100  -.207 .231  .410* .213  .186 .161 
IM Cost -.022 .094  .464* .248  -.522** .205  -.069 .115 
Perceived Self Status 
Valence (SS) -.010 .179  .150 .535  -.580 .393  .117 .109 
Perceived Love 
Valence (LOV) -.134 .156  .126 .454  -.069 .338  .253** .217 
Perceived Other's 
Status Valence (OS) -.303 .205  -.710 .519  -.927** .447  -.413** .176 
Contextual Balance 
(CB) .039 .358  -.348 1.123  .562 .715  -.698 .253 
CB * SS .101 .098  .209 .296  .233 .202  .404 .381 
CB * LOV -.021 .086  .022 .258  -.175 .176  .063 .112 
CB * OS -.002 .107  .254 .263  .153 .212  -.115 .096 
The reference category is: face-to-face. 
* p<.10               ** p<.05 
 
 
2. Control Model 
 
 Phone/cellphone  Instant Messaging  Email  SMS 
Predictor Coef. S.E.  Coef. S.E.  Coef. S.E.  Coef. S.E. 
Relationship -.050 .118  .136 .314  -.495** .249  -.449** .137 
Message Complexity -.095 .095  -.147 .256  -.208 .200  -.370** .116 
Communication 
Apprehension .180 .114  .934** .358  .208 .244  .316** .138 
Gender Difference .450 .329  -.498 .828  .926 .826  .049 .381 
Gender -.105 .309  .434 .905  -.343 .661  -.910** .357 
The reference category is: face-to-face. 
* p<.10               ** p<.05 
 
 
